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FUNCTION IN STRICT Ww 2 Ve DYE TRANSFERS 
ACCORDANCE TO THIS rt CARBROS, 
CREDO. AS EXPECTED, j FLEXICHROMES. 
WE HAVE DISCOVERED VELOXES, COLOR AND 
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mechanicals by experts 
24 hour service 
sensible prices 
Paste-ups unlimited 


200 WEST 68 STREET, N.Y.- COlumbus 65-8688 
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Which comes first? 





Illustration by SHEILAH BECKETT 


HEN IT COMES to quality or service in an art studio both come first. That's 
why you need a studio that can produce the best in the shortest length of time. 
Our organization of 80 people in two modern and fully equipped studios has 
been meeting this complex requirement for twenty years. Here to serve you are nationally 
known illustrators, photographers, mechanical artists, retouchers, designers, lettering 
men, art directors and production men. Because they are specialists, all working together, 
we can meet deadlines with work that excels. Our impressive list of clients will convince 


you. Ask for samples...many are “wanted yesterday, but must be good” jobs. 


CHARLES E. COOPER, INC. 


Advertising Art & Photography * 136 E. 57th St. * New York 22, N. Y. © Plaza 3-6880 
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“We don’t want an institutional ad . . . we want one that 
sells.” We've all heard these words many times. They illus- 
trate the distinction between ads that sell the company as 
a whole and ads that move merchandise off the shelves today. 
But the distinction is narrowing. There is an increasing 
number of advertising executives, with companies and with 
agencies, subscribing to the belief that product and institu- 
tional advertising can be one and the same, and that when 
they are, the very best advertising job is accomplished. 
Technique is to develop a company or brand personality 
and to realize that every ad in every media is an expression 
of that personality. By establishing this personality strongly 
and favorably you help presell next years line, tomorrows 
goods, and make tomorrows ads that much more effective. 
And at the same time you build eye appeal and readership 
for todays ad selling todays goods. This is especially true of 
hardgoods and appliances. People don’t buy cars, for ex- 
ample, every day or even every year. They don’t read all the 
copy in the car ads daily. But they see the ads and get a quick 
impression from them . . . an impression that makes them 
ready to be sold on a given car when they are ready to buy. 
Notable successes with this technique are Hathaway shirts, 
Piel’s Beer, Marlboro cigarettes. There are others, many 
others. The combined institutional-product sell ad. is not a 
theory, it is a growing fact. 
What does it mean to art directors, artists, photographers? 
As researchers have pointed out, the big thing in quickly 
and effectively establishing brand personality is the appear- 
ance of the ad, the effectiveness and nature of the eye-appeal. 
The visual aspect of the ad or promotion piece is getting 
much more attention and respect from advertising and busi- 
ness management then ever before, creating a golden oppor- 
tunity for the AD, designer, artist and photographer to make 
more important contributions to the overall advertising and 
selling job. Obviously, this should mean better recognition 
and better pay in the years ahead. * 








Art Direction, published monthly by Advertising Trade Publications Inc., 43 E. 49 St., New 
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year for Canada and $6.50 for other countries. Back issues 55¢ per copy. Publisher assumes no 
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The happy man is Erik Simonsen, repre- 
sentative, he can’t help smiling because 
he added $10,000 to his billings (with no 
split commissions) in just five months 
after becoming a member of Director’s 
Art Institute. 

What is Director’s Art Institute? 
A clearinghouse of art and photography, 
a unique file containing 30,000 proofs of 
the work of 6,000 artists and photog- 
raphers, drymounted on Keysort cards to 
insure accuracy and speed in getting them 
to buyers and to you. A national showcase, 
where alert buyers, and art directors shop 
when they are looking for specific talents. 

How did Mr. Simonsen bill 
$10,000 extra? Simple, really for him, 
or any agent, or studio owner. He joined 
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DAI for $100. That made him a member 
for one year. You can do the same. Besides 
the jobs we got for his own artists, he got 
others by shopping in DAI’s file where he 
found freelancers to do special assign- 
ments his own outstanding people were 
either too busy to do, or were not suited for. 


DIRECTOR'S 
ART 
INSTITUTE 








*10,000 rep smile! 


What about commission? When 
an agent or studio owner joins DAT his 
membership fee is his only cost for the 
year. No matter the size or quantity of 
jobs there is no split commission. If you 
think this sounds too good to be true, look 
up at the picture again, or better still, give 
Mr. Simonsen a call at EL 5-4295 and find 
out for yourself. And Mr. Simonsen is 
only one of many. 

Membership extras. Information 
service to authoritatively answer any com- 
mercial art questions; subscription to 
PRINT magazine; periodic reports to you 
on where (in response to specific requests 
only) your artists have been shown; dis- 
counts on art supplies, stats, models, 
typography; research studies; seminars 
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The Motion-Picture Division of Interstate Industrial Reporting Service, Inc. 








WITH ITS 1100 LOCAL-LEVEL CINEMATOGRAPHERS 


INTERSTATE WILL 


SHOOT YOUR PRODUCT IN USAGE 
16 mm... 300' UP 
FURNISH A WORK PRINT 
EDIT (For maximum visual value, proper scene sequence, etc.) 


IN ANY CITY IN AMERICA 
(International too) 


AT A PRE-DETERMINED 
(You will always know in advance what the price will be) 


STANDARDIZED 
(Costs no more to shoot in Seattle than in Mobile or Newark or Oshkosh) 


LOW-BUDGET 
(Low base rate of $450 for outdoor color shooting including editing and 
furnishing of color work print) 


WITHIN A TWO-WEEK COMPLETION PERIOD 


WRITE...OR CALL US COLLECT...TELL US 
YOUR HYPOTHETICAL (OR REAL) REQUIREMENTS. WE'LL SUBMIT 
OUR COST QUOTATION 


1100 MEN DIRECTED FROM os CENTRAL OFFICE 
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GENERAL OFFices: 675 FIFTH AVE., NEW YORK 22, N. Y., MURRAY HILL 8-1880 
iOwesT orrice: 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2.0080 
ALEXANDER ROBERTS: General Manager 


Typical, Recent Motion Picture Assignments: 


Client: Baker-Raulang 

Shooting Location: Linden, N. J. 

Subject: Usage of Traveloader Truck 
At Refinery 

Footage: 300’ in Color 


Client: General Electric 

Shooting Location: Princeton, N. J 
Subject: Application of Electronic Devices 
Footage: 900’ in Color 


Client: Nelson Stud Welding Co. 
Shooting Location: Pierre, S. D 
Subject: Application of Stud Welding 
on Bridge Construction 
Footage: 400’ in Black and White 


Client: Owens-Corning Fibergias 

Shooting Location: Santa Barbara, Calif 
Subject: Modern Living in A Modern Home 
Footage: 400’ in Color 
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PHOTOS OR CASE HISTORY REPORTS... ANYWHERE IN AMERICA...IN 24 HOURS IF NEED BE 


‘rt Direction / The Magazine of Creative Advertising / September 1956 














ing up 




















ION 
KS 





\@/@\ 


10S... go 
©\e/2\O/@ 


C/@\9/Q'\O/Q\O©/OQV\@ 


\e/@'* 


J©\ 


————— 


/@\ 


SloOe/ 


[S 








———___ 





formerly 8th floor 


phoenix studios, inc. sniss 


9th Floor, Francis Palms Building, Detroit 1, WOodward 1-9450 
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h. c. sanford associates sx a 


CAVALIER 


4 LEXINGTON AVE N Y C MURRAY HILL 6 2068 
S$. G. Sherman Art Placement 


115 West 42nd St N 














letters 


How can MR help .. . 


Miss Rothwell’s article may have been 
of interest to the readers of “The 
Journal of Marketing”; but no more 
important to art directors than one on 
“Media Selection”. Not that art di- 
rectors shun articles on research; but 
this article is a squabble among the 
practitioners over phases that do not 
affect us directly. 

In our research committee luncheons 
during the year, the “invited research 
guests” disagreed (like Miss Rothwell) 
with each other over such things as: 
interviewing technics and copy themes. 
However, they all agreed on the im- 
portance of the art director and the pic- 
ture. The Art director's job is to deliver 
the reader to the message in a receptive 
frame of mind. Until a reader sees the 
advertisement nothing can happen. If 
this seems elementary to you, just turn 
the pages of any magazine and you will 
find that the majority of advertisers 
obviously must not be interested in at- 
tracting readers. 

Your wonderful article by John De- 
Wolf (June) showed us how to use 
Starch Reports to increase the “noting”. 
Now, let us have an article on how art 
directors can use MR to attract more 
readers. 

Only the illustration can attract read- 
ers. The art director has been handed 
the responsibility for the illustration. 
All researchers agree that we still have 
a long way to go. 

How can MR help? 


Hoyt Howard, 
Chairman, Research Committee, 
Art Directors Club, N. Y. 


What do awards mean? 


As a devoted fan of your fine magazine, 
especially since its revision and complete 
dedication to Art Direction, I was great- 
ly confused after reading your June 
issue. 

Research and the AD by John DeWolf 
was the most comprehensive and ex- 
planatory article that I have ever come 
across. Its premises were backed up by 
conclusions and concrete arguments 
which helped explain my many queries 
as to the ‘why and how’ an ad is rated 
good or bad. 

Yet, in the very next pages, you por- 
trayed a series of prize winning ads 
which to my minds eye do not maintain 
the ‘formula’. 

(continued on page 10) 








The big attraction is DAY-GLO 


The message that attracts eyes quicker 
and holds them longer is the one that’s 
done in DAY-GLO! Up to four times 
as bright as the brightest of ordinary 
colors, vivid DAY-GLO actually glows 
from within to flag down today’s fast- 
moving traffic! 


All seven Sunbonded DAY-GLO colors 
keep their brightness, too—up to six 
months on DAY-GLO painted bulle- 
tins, up to four months on DAY-GLO 
screen processed posters. Remember 
to specify genuine Sunbonded DAY- 
GLO* to be sure of highest quality. 


Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio. 


SUNBONDED® 


D AY-GLO* 


*“Sunbonded” and ““‘DAY-GLO” are Registered Trade-Marks for daylight fluorescent color products manufactured by or under license from Switzer Bros., Inc. 
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In the fast-growing field of technological 
development, Lytle is keeping pace by 
maintaining a consistently high quality in 
Technical Publications. Our rapid physical 
and commercial expansion in this field has 

















; made it necessary to draw top-flight 


promotional and technical artists from 

every part of the country. To add to the 
inducement of job security, fine working 
conditions, good salaries and other company 
benefits, we feel that the opportunity 

to work in this interesting field will provide 

c real challenge to the type of 
professional people we are seeking. 


For further information on employment 
in our Chicago, Albuquerque or other 
facilities, write to Alvin C. Kahn, Director 
of Graphic Arts. 








letters 
(continued) 


Are prize winning ads then ads which 
are produced for the client? or for the 
AD’s own amusement and edification? 
Are prize winning ads the ads that sell 
the clients product or do they merely 
balloon the egos of top advertising ex- 
ecutives? 

Sincerely yours, 
Dick Shiebler 


(Reader Dick Shiebler, in referring to 
“the very next pages”, is pointing to 
prize winning pieces from the Art Di- 
rectors club shows in Kansas City and 
in Rochester. The New York show was 
also reviewed in the June issue. Frank 
Baker, 1955-56 president of the New 
York club wrote an article in the May 
issue of Art Direction commenting on 
the purposes of the shows. He said, 

“What impression does the show it- 
self give to advertising and sales execu- 
tives? It is conceivable that sometimes 
it gives the wrong impression—the im- 
pression that the pieces shown are 
picked solely for their beauty, or that 
the medal winners represent the AD’s 
idea of the most successful ads. 

Neither of the above impressions are 
intended and they should not be per- 
mitted to take hold. The show does 
represent pieces that are advanced 
esthetically. In this sense the winning 
pieces are not always the most success- 
ful from a merchandising or sales view- 
point. But, tho chosen for primarily 
esthetic reasons they are also so selected 
in order to bring to light new ap- 
proaches, new techniques, new ways of 
communicating visually. In this way 
ideas with great practical application 
in the near future come to light, ideas 
that can be borrowed and adapted and 
perhaps in a few years used for most 
effective selling purposes. The show is 
an idea market where good taste and 
good selling come together.” 


Amazing .. . 


A friend informs me that Art Direction 
recently ran an excellent article on ad 
readership and copy and so forth. 
Amazing. 

Seems to me your mag would be in 
about as big a hurry to print an ob- 
jective story of this sort, as The Ameri- 
can Brewer would a feature extolling 
the merits of temperance. (Observation 
based on editorial content of Art Di- 
rection in the past). 

Fact is, though, if you did print the 
readership study, I sure would like a 


(continued on page 12) 








[acrolite fixatives are “out of this world” 











106 ASHLAND AVE, WEST ORANGE, N. J 








DESIGNERS 3 115 Ww 


letters 
(continued) 


copy. Either a reprint, or the complete 
issue. Accompanied by your invoice, of 
course. 

C. Barrie Bedell, 

Proebsting, Taylor Inc. 

Chicago 


(Article referred to was written by John 
DeWolf of G. M. Basford Co., was a 
13-page analysis on “What You Can 
Learn From Starch Reports’, and ap- 
peared in the June 1956 issue of Art 
Direction.) 


Ooops... 


In the July issue of Art Direction 
credit was given for a Swift’s Premium 
Frank ad thusly . . . Art Director, Pat- 
ricia Eckhart; Agency, J. Walter Thomp- 
son, Chicago. This was surprising to 
us as the agency is McCann-Erickson 
and the Art Director is Wade Hancock. 

Other than the passing comment, I 
believe Art Direction gets better with 
every issue. 


James Sherman 
Vice President 
Art Director 














*Corry, photographer © 270 Park Ave., New York City « PLaza 3-4424 
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Cover designer 


Charles Dickinson has been with Grant 
Advertising in Detroit since the begin- 
ning of this year. He is AD for Dodge 
merchandising. 

Now 27, he has been an art pro for 
four years. In 1951 Dickinson won his BA 
at Columbia University, and with it he 
was elected to Phi Beta Kappa. After a 
year of study at Cranbrook Academy of 
Art, where he earned his MFA in Design, 
Dickinson joined A. J. Henderson Asso- 
ciates in Detroit. There he designed and 
art directed sales promotional material 
for Ford, Packard, Chevrolet, Parke 
Davis pharmaceuticals, Kerr dental in- 
struments and Kramer trucking. In 1955 
and 1956 his work was exhibited at the 
Detroit ADC shows. . 




















Change of Address. Please send an address 
stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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Light, Bright 
A BRAND NEW 
GROTESK. Onc Sikownal! 
.--With just enough'roll’ 


40-FL-66 


and in a variety Of weights! 


worn a 


(ne A FRESHLY-DESIGNED CENTURY 


—use it all caps or all lower case. 
... With ITALIC to match! 














STRONG, HARD-WORKING SANS SERIFS 
BOUNCED EASILY, LEGIBLY, TASTEFULLY! 





50-FL-34 
Styles shown above (and many others) are avail- FREE oer! 
Gh) able only from the Headliners Inc . . . the one hand EO 
lettering studio in New York with its own, exclusive, WRITE OR PHONE FOR 
photoprocess service. All photoprocess lettering, sized 24 PAGE QUICKIE INDEX” 
to your layout, $2.50 per word. 











THE HEADLINERS INC 


44 WEST 44TH STREET NEW YORK 36 NY OXFORD 7 4820 





In Chicago: The Headliners Inc. 63 E. Chicago Ave. SU 71720 _ In Atlanta: Typography Shop 110 Cain Street N.W. JA 3 2961 
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If you have never used 
Wolff's Carbon Drawing 
Pencils, you have missed 
the thrill of drawing 
with the most responsive, 
most versatile of all pen- 
cils. Wolff—‘“the happy 
medium” — is noted 
equally for its stygian 
black and its exquisitely delicate grays. 
You'll marvel at the range of values. And 
every point is firm, free from crumbling. 


Buy them now! 
At better stores everywhere 


COMPLETE 


PREPAR- 
ATION 


TYPE SPEC. PASTE-UP. MECHANICALS, 
CREATIVE LAYOUTS AND ART 

















PRODUCTION STUDIO, 2 WEST 29TH STREET. LE. 2-8552 
Consult your dealer or 


THE MORILLA COMPANY, 


THE STUDIO THAT SPECIALIZ 
IN COMPLETE sauaniaiiadion | Use CARBON 
| | 6 drawing pencils 








HH, HB, B, 2B ond 38 





| In degrees 2 
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Budweiser 
LAGER BEER 


ralph draper 









(EWED AB BOTTLED A! SI mais 


Ralph is an artist who puts punch into realism. 
He is a master of form and the texture of things. 
One of our most versatile talents, he delivers 
consistently to a very pleased clientele. 
WATCH THIS MAN! 


1006 OLIVE ST. © ST. LOUIS, MO. @ GA. 1-0932 
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AW.FABER 


E very Art Direc- 
tor knows that the 
promise is just as 
important as the 
fulfillment. 


Every seasoned 
Pro knows that 
Caste. #9000 
(wood pencil or 
LOCKTITE with 
imported CASTELL 
9030 lead) works 
magic on layouts and 
sketches. It punches 
in the blackest 
blacks, and gives 
you tonal gradations 
no other pencil can 
match — especially 
in the soft degrees, 
HB to 8B. 


For a couple pennies 
more, it pays you to 
use CASTELL, draw- 
ing pencil of the 
masters. Call your 
Dealer today. 
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A.W. FABER-CASTELL 








tax talk 


BY MAXWELL LIVSHIN, CPA 


Collection of income taxes at source on wages 
The U. S. Treasury Department recently 
ruled that absence for a portion of a 
payroll period does not change such 
period from a weekly to a daily or other 
period for income tax withholding pur- 
poses. 

Advice had been requested of the 
Treasury Department whether the in- 
come taxes required to be withheld 
from wages paid with respect to weekly 
payroll period should be prorated in 
proportion to the actual number of days 
the employee performed services during 
such period. 

An individual regularly employed by 
an employer on an established weekly 
payroll basis was absent from work 
three days of a certain week. In de- 
termining the amount of income tax to 
be withheld from the wages paid for 
this week the employer deducted two- 
fifths of the amount shown on the tax 
table for the employees full weeks pay 
bracket. This was wrong. Regulation, 
120 provides that for purposes of in- 
come tax withholding an employee can 
have but one payroll period with re- 
spect to wages paid by any one em- 
ployer. 

The treasury department held that 
the amount of wages paid for the two 
days work constituted the weeks wages 
and that the tax should be paid on 
those wages. 

For example: If the employee in the 
above case has two withholding exemp- 
tions and is paid regular weekly wages 
of $80, the employer would be required 
to deduct the sum of $10 from his 
weekly wages. However if such em- 
ployee works only two days during a 
particular week and receives wages of 
$32, the employer would be required 
to deduct only the sum of $1.20, rather 
than 2/5th of $10, or $4. 


Beware fraudulent collectors 


In a recent news release the Revenue 
Service warned taxpayers to demand 
presentation of credentials by any pur- 
ported internal revenue agent who may 
ask to see their records or demand cash 
payments for taxes allegedly due. Sev- 
eral district and local internal revenue 
offices have reported complaints that 
fraudulent “tax collectors” have sought 
to obtain access to taxpayers books and 
to collect cash payments said to be owed. 

All revenue agents must carry pocket 
commissions to authenticate their status, 
and any taxpayer has a right to demand 
to see these documents before providing 
any information or cooperation. ® 
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Illustration 
courtesy of the artist 
and The Reporter Magazine 
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Sales —_— The basic 
= <a art medium 
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Versatile Marilyn Miller's technique is based upon mastery of extraordinarily 
expressive line. She uses line not in any outlining sense, but to create decor- 
ative effects. Her favorite tool is the bamboo pen which she terms something 
of a challenge in itself. 

“Bamboo pens are erratic weapons,"’ says Miss Miller. ‘They wear out 
quickly, and give a very uneven ink flow, especially when used on rough 








is unequalled."’ 
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paper. Thus it is essential that the ink, at least, be dependable, so that 
the results can be controlled. For constant dependability, Higgins Ink 


MGGuns 


At art and stationery dealers everywhere ae 


HIGGINS INK CO., INC. pRook.yn, NEW YORK 








NEW liquid Plexiglas in Spray Cans! 


THE ONLY 


ACRYLIC COLORS 


ON THE 
MARKET TODAY! 








“ask for them by name’”’ 


Everyone knows ACRYLIC COLORS are superior to 
ordinary enamel or lacquer sprays because ACRYLIC is genuine 
PLEXIGLAS—the same type used to protect the domes and blisters 
of military aircraft. ACRYLIC never discolors, won't chip, crack or peel! 






ACROLITE’S 14 New ACRYLIC COLORS are NON-FLAMMABLE and 
improved to dry in just 5 minutes—practically without odor! Now 
you can refinish frames, shadow boxes, wrought iron or anything 
made of wood, metal or paper with lasting beauty and luster that 
cannot be matched by ordinary spray paints. Let your imagination 
run riot! What can you paint today? 


LARGE 12 OZ. CAN $1.79 


AVAILABLE IN FIRE RED, FOREST GREEN, CHROME YELLOW, ROYAL 
BLUE, LIGHT AND DARK GREY, GLOSSY BLACK AND WHITE, FLAT 
BLACK AND WHITE, BRIGHT GOLD AND SILVER, BABY BLUE AND 
PINK, AND NEW “MILD ODORED” CRYSTAL CLEAR. 


“ASK FOR GENUINE ACROLITE’’ 





ACROLITE PRODUCTS INC., WEST ORANGE, N. J. 








Winsor & Newton’s Series 7 “Albata”’, 
es 
the world’s finest water color brushes, 
<< e 


are the choice of exacting artists 


because they are painstakingly made 


from finest pure red sable hair. 


Available in sizes 000 through 14. 


the world-wide 
standard 

of IMPORTED quality 
that all can 

afford 902 BROADWAY, 


N. Y. 10, N. Y. 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO.,.SAN FRANCISCO 
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Color prints for layouts? 


Why not! 


You want your client to get the original 
illustration’s full impact—its subtleties 
of color, facial expressions as they are, 
lifelikeness of texture and tone. 


But the cost of it? 


That’s no problem now. The new Type C 
and Type R Kodak Color Print Mate- 
rials take care of that. 

Photographers are doing remarkable 
things with Type C—producing prints 
of high quality suitable for photome- 
chanical reproduction. At the same time, 
Type R yields inexpensive color prints 
for supplementary purposes when the 
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final reproduction is to be from a trans- 
parency. 

Such color prints, from good color 
negatives or transparencies, can help 
you sell your layouts. 


Part of a 
whole new color concept 


Type C Color Print Material is the posi- 
tive half of a negative-positive process. 
Using the remarkable new color nega- 
tive Kodak Ektacolor Film, your 
photographer can give you beautiful, 
full-range prints on Type C paper. And 
you can have giant display transpar- 
encies, too—big as the Kodak Colorama 
in Grand Central Terminal, if you like— 
on Kodak Ektacolor Print Film. 





September 1956 


For prints from transparencies 


Many art directors prefer to reproduce 
from Ektachrome transparencies. In such 
an event, if you also need a print, your 
photographer can give it to you with the 
Kodak Dye Transfer Process. If you 
need less critical prints for layouts and 
supplemental material, you'll find Type 
R Kodak Color Print Material entirely 
adequate for such purposes. Both can be 
made from Ektachrome transparencies. 

Type R entails a reversal process which 
produces prints that do very well for 
many promotional and sales uses, and 
at low cost. 


Color prints have many uses 


These new Kodak ways to color give 
you, your client, and your photographer 
great freedom of choice, often at sub- 
stantially lower cost than ever before. 
You can use inexpensive color prints in 
layouts, demonstration kits, sales kits, 
and presentations. You can reproduce 
from transparencies or Type C or Dye 
Transfer prints. You can create illu- 
minated displays. 

The man who knows is your photog- 
rapher. He can tell you when to use any 
one of these Kodak color processes— 
Type C, Type R, Ektacolor Print Film, 
Dye Transfer. We suggest you consult 
him. 


GOOD PHOTOGRAPHY IS ADVERTIS- 
ING’S BIG BARGAIN. COLOR MULTI- 
PLIES THAT BARGAIN—STOPS THE 
EYE, SETS THE MOOD, STARTS THE 
SALE. You can use more of it. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 
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coming events 


Through Sept. 24 . . . oils, gouaches, wood 
sculptures by Nigerian artist Ben Enwonwu at 
N.Y. Public Library’s Schomburg Collection, 
103 W. 135th St., N.Y.C. 9-9 Mon.-Thurs.; 9-6 
Fri. 


Through Sept. 30... designs from the Society 
of Industrial Artists, London. STA/Normandy 
House Gallery, Chicago. 


Sept. 22-25 . . . Advertising Specialty Nat'l. 
Ass'n. annual convention and fair. Palmer 
House, Chicago. 


Oct. 1 . . . opening of exhibition of work of 
Jacques Nathan-Garamond, Parisian graphic 
and industrial designer. STA/Normandy 
House Gallery, Chicago. 


Oct. 1-3 . . . Direct Mail Advertising Ass‘n. 
annual convention. Hotel Statler, NYC. 


Oct. 19-22 . . . Screen Process “Cavalcade of 
Progress”, 8th annual industry convention 
and exhibition. Hotel Sherman, Chicago. 


Oct. 29-Nov. 3 . . . annual exhibition of the 
Art Directors Club of Cleveland. 


Nov. 1 . . . opening of annual exhibition of 
Art Directors Club of Chicago at the Pruden- 
tial building. 


Nov. 11-15 . . . Outdoor Advertising Ass'n. of 
America. Ambassador Hotel, Los Angeles. 


Nov. 19-21 . . . Advertising Essentials Show. 
Statler Hotel, NYC. 


Mar. 17-31 . . . annual exhibition of Art Direc- 
tors Club of Atlanta, Art Institute, Main Gal- 
lery of the Museum Building. 


Museum of Modern Art, NYC... thru Oct. 
7, 60 etchings and lithographs by Henri Ma- 
tisse; Aug. 29-Nov. 4, Textiles USA; Oct. 3- 
Dec. 2, Masters of British Painting, 1800-1950. 
Approximately 100 paintings included. 


Art Institute of Chicago . . . indefinite sched- 
ule, Mohican Murals and Ancient Peruvian 
Art; permanent, 67 American and European 
miniature rooms; thru Sept. 30, “Contempor- 
ary Japanese Pottery”. 















25 WEST 45th STREET 
NEW YORK 36, N.Y. 
CIRCLE 5-6600 













Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St., NYC 17. 
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wasted simply because the brush 
you are using just wouldn’t do 
what you wanted? The brush you use must 
meet your rigid performance standards 

to eliminate wasted effort, wasted work 
and wasted time. That’s why Delta’s “Jewel” was 
designed by the very people who use the red sable 
water color brush as a basic tool in their work. 

It is manufactured to meet your exacting 
specifications for perfect point and shape, for 
“snap,” for balance and “feel.” You cannot buy 

a finer red sable water color brush than 

Delta’s “Jewel”—at any price. 


Write today for your free copy of 

“Illustration, Retouching and Letter- 

ing with the Red Sable Water Color 11 

Brush,” a 30 page illustrated booklet. brush mfg. corp., 9 bleecker street, new york 12, n. Y- 
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COLOR LABORATORIES 


duplicate color 
transparencies 
any size up to 40” x 60” 
direct from artwork 
or from transparencies 
* 


projection slides in any 
size and style, Vu-Graph, 
VisualCast, lantern slides, 
film strips, stereo dupes 


WAtkins 4-8573 


rocket® 
color prints 
Cmatte or glossy) 


any size up to 40” x 50” 
direct from artwork 
or from transparencies 


dye transfer prints 


any size up to 40” x 60” 


108 W. 24th St., New York 11 








business briefs 


Spotty was the word for art billings over the 
summer. Some studios and freelancers 
were consuming board, film and colors 
at record rates while others were slowed 
down. 


While the steel strike hurt some business and 
some sections, it didn’t last long enough 
to depress the overall economy seriously. 


The seasons, the selling seasons at least, are 
advancing. Recognizing the early Spring 
season, Vogue magazine has moved its 
special Spring fashion issue from May 15 
to January 15. 


While high inventories in some lines, such as 
autos, has dampened some bullish en- 
thusiasm, advertising is expected to 
prosper through 1956's second half. 
More than ever manufacturers need 
promotion to help keep their goods 
moving. Bigger ad budgets are ahead 
as new products, new plants, new equip- 
ment hit the market. Printer’s Ink esti- 
mates years total ad expenditures may 
zoom to all-time high of 9-9 billions. 


What causes seasonal slumps? Obvious answer 
is that at certain times of the year peo- 
ple buy less. Grey Advertising Agency, 
in its publication, Grey Matter, says 
nonsense to this thinking. It’s a let up 
in promotion and sales effort, due to 
an assumption that people won't buy, 
that causes slumps. There’s just as many 
customers with just as much money to 
spend and intensive promotion can 
make sales any month in the year, main- 
tains Grey. 


Present prosperity is unique, says Frank R. 
Schwengel, president of Joseph E. Sea- 
gram & Sons Inc. Mr. Schwengel main- 
tains that all former prosperous periods 
were buoyed by war, defense spending 
or pent-up demand due to shortages in 
post-war periods. The current prosperity 
is the most sound because it is based on 
improved marketing and distribution 
methods. Advertising and promotion 
which convince the consumer of the 
desirability of making purchases are key 
factors in creating and maintaining this 
prosperity. Key economic indicators still 
swinging to new highs are gross national 
product, personal income, and (unfor- 
tunately) the consumer price index. @ 














hawk Vellum, 


and 
vista 


bo 


i 





LONG ISLAND MARSHES, AN ETCHING BY STOW WENGENROTH 


al complete | of vellam in ndihe and eight colews, with 
matching while coven onl beistol, of fers a wide choice of 


ef feclive backgeonnds for fine printing. cme Prestige appearance 


and proven press performance. * 28 e letlerpress and of fel. 


Mohawk Paper Mills 








GENERAL’S 
Charcoal Pencils 







XY 
~~ 
General's new | 


CHARCOAL 
WHITE Pencil 
was used to intensify 
the highlights on this 
drawing made with Gen- 
eral’s Black Charcoal Pen- 
cil 2B and 6B. 


Charcoal Black Pencil made in 
4 Degrees: HB-2B-4B-68 
Charcoal White Pencil: 1 Degree 


General’s Charcoal Pencils are unconditionally 
guaranteed. Money back if not satisfied 


Write us, Dept. A, for a free trial Charcoal 
"Pencil, naming your favorite degree. 


GENERAL PENCIL COMPANY 
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taste shifts 


“Advertising to the American Taste” 
was the theme of the 1956 Advertising 
Conference held at the University of 
Michigan. Reuel Denny, Associate Pro- 
fessor of Social Sciences at The College 
of the University of Chicago was the first 
of a series of speakers who provided 
much food for thought for advertisers 
and particularly for all concerned with 
visual selling. Professor Denny sees a 
shift in taste in recent years that indi- 
cates “increasing richness of perceptive 
demands in the American consumer.” 

Excerpts from his talk, revealing his 
point of view and how it applies to 
advertising, follow. 


+ * * 


“Industrial Design,” as it is called, 
has, in many industries, pushed more 
and more of its nose under the produc- 
tion tents once dominated by the utili- 
tarian-minded shop guys. There is some 
indication that the design function, with 
a responsibility for “taste appeals,” ex- 
pands with a seller’s market, largely 
because the seller’s market has created 
the need for more marginal differentia- 
tion of a greater number of widely 
owned products. The designer becomes 
the purveyor of marginal differences, 
and it may well be asked whether any 
standard of taste is involved at all, if 
all the designer has to do is to offer the 
“differences.” The designer becomes in- 
volved in “taste” problems because he 
now does some of the work that used 
to be achieved by mere differences in 
price tags or trade names. His job, it 
seems, is to give people 1) the basic 
design that makes them feel unashamed 
and inconspicuous, clothing their social 
nakedness, and 2) the small difference 
that tells. 

Shifts in taste of recent years show a 
shift from verbal to visual, and from 
visual to tactile, and from tactile to 
kinesthetic, a shift in each pair, and a 
shift through the series. Thus, in the 
old car, take the 1922 Ford, you said 
there were springs in the seats. In later 
cars you emphasized variety of color in 


and how they affect advertising 


interior treatment. It was just a little 
later, I think, that the importance of 
variety in upholstery texture became a 
salient point. Today, the car seat, with 
all these previous taste-points built in, 
is increasingly regarded as a kinesthetic 
unity. A question is: how to appeal to 
the driver by the total bodily sense of 
his location and relaxation-tension in 
the seat, especially the seat behind the 
wheel. This over-simple model could, 
I think, stand as a kind of general theory 
of increasing richness of perceptive 
demands in the American consumer. A 
kind of sensory education seems to have 
been going on. 


Other shifts involve the channels of 
taste. These changes involve changes in 
our notions of how symbolic meanings 
are communicated to people, what 
their impact is, and how their meaning 
is assimilated. Communication theory, 
which used to be vehicular (I say some- 
thing, you listen to it), has become con- 
textual (I say something, and you listen 
to it, if you hear it as something, only 
hearing it if you are prepared by your 
context to hear it.) Today it may seem 
less important to a market researcher 
what a distributor says, than it is to use 
whatever he says as a sort of radioactive 
tracer which will show when, and where, 
and with whom it makes contact. He 
knows that he has to fight the general 
communications axiom that messages 
tend to be received by those who have 
already heard them—not by the others. 


Meaning has been given new mean- 
ings. Or so runs the claim. In older days 
the distributor tried, I think, to achieve 
completeness of persuasion, so that the 
participation of the consumer was 
limited to an automatic reaching for 
pocketbook or checkbook and pen, like 
a hypnotized housewife drifting off 
obediently into the spirit of Bridey 
Murphy. At least, people tell me that 
this was the spirit of advertising at the 

(continued on page 28) 
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All Rapid reproduction proofs are now 
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paste-up time for our customers 
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RAPID TYPOGRAPHERS INC. 
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for advertising agencies, publishers, 

art studios and advertisers. 


































photos grap fry 


advertising 
Oss" 
PL 


120 W. 50th St., New York, N. Y 


call yu.6-7528 


Stephen P. Haas 


one-seventeen west 48th st. 








28 





taste shifts 


continued 





turn of the century. It still rules in some 
markets in Britain: “Guinness, It’s Good 
for You.” What beer-drinker can add 
anything to that by way of his own par- 
ticipation except blowing off the foam? 
Today a certain coyness which speaks 
of what the Gestalt psychologist would 
call consciously incomplete closure, ap- 
pears in ads. I am thinking of a coin 
machine at my University which hands 
out cups on which is printed: “A ma- 
chine can’t think, but you can.” 


This comment on “incomplete clo- 
sure” can be associated, if you will, with 
some more general battles of taste in 
the U.S. It can be associated with the 
battle of informal etiquette against the 
more formal etiquette, circa 1925 to 
1950. It can be associated with the de- 
clining class status of Naturalism and 
Realism in the arts, and the rise oj 
Expressionism and Symbolism as favored 
stylistic imports. Today in the United 
States Realism, as in comic strips and 
movies and in TV, has become the poor 
man’s fantasy. Seeping down through 
the scales of class prestige, realism has 
left some open space at the top into 
which: are pumped the more “expres- 
sive,” rather than “representational,” 
theories of art. The greater the pretense 
to a share in contemporary culture, the 
greater the emphasis on a sort of ex- 
pressive function; the less the pretense, 
the greater the attachment to a repre- 
sentational function. Both schools tend 
to be moralistic—the depressed subcul- 
tures asking for representation of what 
is, because what else could be right? And 
the uppers asking for representation of 
what is not, on Cummings’ idealistic 
assumption “There’s a hell of a good 
universe next door—let’s go.” 

What must be accounted for some- 
where in this contrast is the force of an 
esthetic which puts great emphasis on 
the way in which the observer “com- 
pletes” the art work observed. Much 
modern artistic experiment appears to 
be concerned with new variations on 
this old esthetic principle—the idea is 
not to do all the “work” for the observer 
of the painting, let us say, but leave 
some of the work for him to do. 


A vast number of people have been 
liberated to take over the jobs of dis- 
tribution and consumption and to put 
into these jobs free energy that was not 


(continued on page 30) 
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You can draw with a knife. X-acto knives are im- 
portant drawing tools used in many media—silk screen, 
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And the X-acto knife is also constantly at work for 
you in cutting, trimming and mat making. 


The variety of blade shapes makes X-acto the “knife 
of many uses”... by changing blades in 2 seconds, 
you have a keen, factory-sharp knife. 





Write for FREE Art Folder 


48-97. Van Dam St., Long Island City 1, New York 
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available before. I call these people the 
“Consumeers.” You probably see some 
connection between them and the shifts 
in perceptive range and communication 
theory mentioned before. 


I see some relation between use-span 
and wear-span in distribution appeals. 
Most advertising money goes into prod- 
ucts hard to differentiate for objective 
criteria (detergents, cigarettes, cereals, 
etc.), in which advertising might be said 
to be the originator of taste differences 
which other people believe in whether 
they can recognize them or not. Most of 
these products are also consumables 
whose use-span equals wear-span. They 
create few problems, except as to brand 
distinctions, in buyer commitment to 
use-span and wear-span calculations. In 
such ads, appeals are to a general con- 
sumption rhetoric involving the occa- 
sions and advantages of use. 

Here I should like to note, there are 
several pairs of variables that are of 
interest. One, the relation portrayal of 
the relation between the consumers and 
the product. Which gets the biggest 
play? Two, the relation between the 
advertiser on the one hand and the 
product and the consumer on the other. 
On TV, the consumer is condescended 
to, or the product is kidded, and TV 
ads tend to divide into two massive 
groups along these lines. Three, asser- 
tions about the fit of the product to the 
consumer. Many ads say clearly that the 
product is good enough for the con- 
sumer. Others say, less clearly, that the 
consumer is good enough for the prod- 
uct. The latter type of ad seems to be 
growing in popularity. There are prob- 
lems here, of course, in any interpreta- 
tion. Why is it that some whiskey ads 
give a big play to the consumer and a 
little play to the bottle? Does the 
Cadillac ad say that the Cadillac is the 
best for you, or that you are good 
enough for the Cadillac? Do TV plug- 
gers operate on the principle that you 
have to kid either the product or the 
audience, and that basic strategies flow 
from the decision you have made on this 
point? 


I can valuate this to advertising design 
and appeal. Advertising copy and art, 
like other writing and art, is go% pla- 
giarism. Someone said artistic borrowing 
was talent and artistic theft was genius, 


(continued on page 32) 
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How to help 
a young artist get ahead 


The next time a “young hopeful” 
asks your advice about 

a job or a raise... 

tell him to mail this coupon. 





Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
helped many a young artist forge ahead. As you know, this 
is the school run by America’s 12 Most Famous Artists. 

So why not tell the next young artist who comes in and 
asks for advice to mail the coupon below. Jt will help him 
get ahead faster. 








Norman Rockwell FAMOUS ARTISTS SCHOOLS 
Sa, Studio 41-K, Westport, Conn. 
Harold Von Schmidt Send me, without obligation, information about 
F os _— the courses you offer. 
red Ludekens 
Al Parker = ‘ 
rs e 
aun el Miss (PLEASE PRINT) si 
Austin Briggs Address 
Dong Kingman 


Albert Dorne City Zone 

























































MEET STUDIO DIRECTOR 


Tom Rametta 


WHO ALWAYS HAS THE RIGHT ANGLE (CAMERA, THAT IS) 


United Press Studios 


461 EIGHTH AVENUE, NEW YORK 1, NEW YORK, PENNSYLVANIA 6-8500 








£ doiten, morris 


16 west 45 street, new york 19, n.y. 
photo retouching and advertising art 


leonard forray 
PRESIDENT 


mu 7-4150 
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irving berlin 


inc 
ARTISTS’ & DRAWING MATERIALS 
719 Eighth. Avenue * New York 19, N.Y 


CIRCLE 6-6350 

















JOSEPH MAYER CO, Inc. 
artist's materials .. . sign painter and 
displaymen supplies silk screen 
materials. Agents for The International 
Cutaw! - Balopticon. 

5-9 UNION SQ. « N. Y.3 © AL 5-7644 


taste shifts 


continued 





and American admen are at least tal- 
ented. I won't stop to talk about their 
standards of the use of words ahd design 
except to say that their use of words 
makes advertising the only industry in 
the U.S. that is laughed at by eight- 
year-olds; and that their use of design 
is a cut above that. Most uses of adver- 
tising language are inexcusable, and I 
don’t see that they will ever be anything 
else. But what interests me is what the 
ad seems to be saying in its total context. 

I want to take as an example the sort 
of “new” ad which bases its appeal on 
the assumption that it is “being heard” 
not as an item in mass media flow, but 
as an item in “grapevine” flow—small 
group flow. Such ads have several com- 
mon qualities. One, they tend to picture 
the “social group of consumption;” 
Two; they emphasize people rather than 
the product. Three; they emphasize the 
visual and operational, rather than 
declarative verbal; four; they experi- 
ment with the shifts in sensuous appeal; 
five; they try to hook onto a conversa- 
tion rather than start one. Six; they 
practice archness, ambiguity, and _ in- 
complete closure, and seven; they kid 
realism. If you ask what example I am 
thinking of, I suggest a look at the 
Smirnoff Vodka Campaign. 

Some generalizations might be in 
order here. The most “realistic,” most 
literal advertising, is still associated with 
commodities whose use-span might be 
expected to equal wear-span—let us say, 
a floor-covering of linoleum. The fan- 
tasy ad is associated with soft goods 
whose wear-span and use-span are both 
brief. The ads that combine realism and 
fantasy are the ads for goods with wide 
gap between use-span and wear-span, 
especially autos. The Thunderbird motif 
in Ford ads I would call fantasy with 
heavy closure. Call realism the “hard 
sell” and fantasy the “soft sell,” if you 
will. 

I claim that these are appeals to the 
“Consumeer,” the man invited to be a 
self-seller in the new market. This con- 
sumer is one who is appealed to not 
only on the grounds of the consequences 
of the purchase on his group member- 
ship, but on his group membership in 
a leisure circle. This is another variant 


of the “soft sell.” 
> * a 

















Change of Address. Please send an address 
stencil impression from a_ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 43 E. 49th 
St... NYC 17. 
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Use WEBER 


| Rermalba. 


THE FINEST OF WHITES! 









Once you try Weber Permalba, 
you'll never be without it. Every 
“must” is met by this truly per- 
manent artists’ white. Offers 
brilliancy .. . purity . . . stability 

. workability beyond compare. 
Economical, too, because 
Permalba covers more surface 
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Oil Color , , 
pen with Jess quantity. 
F. Weber *° 
> r 
Permalba For a white that stays bright- 
——_ white, insist on Permalba. At 
artist material stores everywhere. 
f Made Exclusively by 


— F. WEBER CO. 


MANUFACTURING ARTISTS’ COLORMEN SINCE 1853 


PHILADELPHIA 23, PA. 
St. Lovis 1, Mo. 





about cutting illustration board 


When cutting smaller sizes from 
larger sizes always make certain 
that the grain runs long. This in turn makes certain that 
the board is more rigid and stays flat longer. For this 
reason, never cut a 30" x 40" into two 20" x 30'"s. 


This tip to help you get the best results comes from the 
makers of the best boards... 








Famous for 
high quality 
since 1868 





BAINBRIDGE 


The line most in demand by professionals and amateurs alike ... 


ILLUSTRATION BOARDS @ DRAWING BRISTOLS @ MOUNTING BOARDS 
SHOW CARD BOARDS @ MAT BOARDS 


At all art suppliers in most popular sizes 
CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 



















do Your paintings 


Keep that “DIGIT 10107” at bay with 


GRUMBACHER 


TUFFILM 
ARTISTS’ SPRAY 
Protect your artwork with this 


specially formulated, tough, 
non-yellowing fine mist fixative. 


Only $1.65 for a large full can 
at all art stores 








-M. GRUMBACHER- 


482 WEST 34th ST., NEW YORK 1, N. Y. 
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Same Day Service 





enlargements 
hot press, slides, telops 
animatics, crawls 
mailing facilities 


National Studios 


145 West 45th Street, New York 36, N. Y. JUdson 2-1926, 7, 8 
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No matter what size, no matter what purpose, it always looks right in AVE Gothics 
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The great variety of ATF Gothic type faces is yours to command — for expressive 
typographic styling which wins your customers’ approval. ATF places at your fingertips 
the finest families of type faces, to give you the right size and style for every printing 
purpose. Your local Authorized ATF Type Dealer provides the type you need — when you 
want it. Ask him for your copy of ATF’s Handy Type Index and speci- 

men brochures of the Gothics or write directly to the Type Division, 

American Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. ATF 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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Douglas Macintosh President of 
president of Detroit club the Detroit 

club for the 
coming year is Douglas MacIntosh of 
Campbell-Ewald. Other officers include 
C. Bruce Unwin of MacManus, John & 
Adams, first vice president; Kenneth 
Lockwood of Sharp & Betteridge Co., 
second vice president; Jonas Gold of 
Kenyon & Eckhardt, secretary; James 
Trumbo of Campbell-Ewald, treasurer. 
Members of the executive board include 
William Johnson of K&E, Thad Bry- 


mn 
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chairman. 





Bostonians planning Here are (seat- 


third exhibition ed) Jo Somers, 


Miss Art Di- 
rectress of 1956, George Campbell, pres- 
ident, Frederick Allen, general chairman, 
and (standing) Lester Boyce, Lee Le- 
Blanc, Bill Cushman, Doug Kingston 
and Elwood Blankenship. All are plan- 
ning the 1956 Boston Art Directors’ 
Show, the third annual exhibition of 
advertising and editorial art and de- 
sign, to be at the Twentieth Century 
Gallery, 3 Joy St., Boston, Oct. 8-13. 

This year categories have been re- 








kalski of Maxon, Harry Breitmeyer, of 
Florez, and Warren Kemp of J. Walter 
Thompson. Jack Keenan is publicity 


RECTION 


vised to make possible a greater break- 


down of exhibits and to allow for more 
awards. 





St. Paul-Minneapolis Recent elec- 
club elects Jay Peterson tions of the 
St. Paul-Min- 
neapolis club named Jay B. Peterson 
president, Wiliam Olson, first vice presi- 
dent, and Wes Marquette, second vice 
president. Robert Nelson was named 
secretary and Albert Chatterton, treas- 
urer. Peterson is president and art di- 
rector of Kerker Peterson Hixon Hayes, 
Inc. Olson is with Knox-Reeves. Mar- 
quette is with Bruce B. Brewer agency. 
Nelson is a consultant AD. Chatterton 
is associated with Campbell-Mithun. 
Peterson is shown receiving the sym- 
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bol of office, a housepaint brush, from 
outgoing president Ernie Turner of 
Campbell-Mithun. 





Nashville club Newly elected officers 


of the Art Directors 
Club of Nashville are 
John A. Furlow, treasurer, Harold West, 
president, and Tom Buntlin, vice presi- 
dent. Not shown is Willis J. Peterson, 
Jr., secretary. President West is with 
Doyne Advertising Agency. Treasurer 
Furlow is freelancing. Buntin is with 
Buntin Advertising Agency. Peterson is 
associated with General Outdoor Ad- 
vertising Co. 

The new president announced that 
the club will sponsor and help in in- 
struction of night classes in commercial 
art at the University of Tennessee ex- 
tension school. The club plans to have 
better programming at meetings, a club 
exhibit, and more active participation 
by the club as a whole, including a 
drive for more members. Club member- 
ship now stands at 37. 


officers 


chapter clips 


Chicago: New members include Andy 
Armstrong, vice president and creative 
head of Leo Burnett; Randall R. Roth, 
AD of Roth Advertising; Dwight Frick, 
AD at Foote, Cone & Belding; Anthony 
Slezak, AD at Enterprise Paint Mfg. Co. 
. . » The club’s fine arts show will be 
held this fall at the Stevens-Gross gal- 
beries . .. 


Pittsburgh: Recent meeting of the club 
was held in the Little Theater of the 
college of fine arts, Carnegie Institute 
of Technology. The members were wel- 
comed by Dean Norman Rice and fol- 
lowing the business meeting, they in- 
spected the work of students in the 
painting and design department’s annual 
exhibition. The meeting was arranged 


% 


by Howard L. Worner of the college’s 
painting and design department. He is 
head of the Pittsburgh club’s educa- 
tional committee. 


Portland: Club is getting new letterhead 
stationery ... At the recent installation 
meeting president Ed Mittelstadt re- 
ported on the New York Visual Com- 
munications conference. A visual and 
verbal report on the Sixth International 
Design conference held recently at 
Aspen, Colo. was given by John Blew 
of Gerber Advertising Agency, Jack 
Myers of Carvel, Nelson & Powell, and 
Byron Ferris, of Freelance Design 
Studios... 


Washington: Committee chairmen of the 
club are Ralph Patterson and Dan Has- 
son, program; Douglas Hayes, member- 
ship; Gene Hoover, fraternal aid; Stuart 
Freeman, government relations; Jack 
Beveridge and Frank Foster, exhibit 
committee; Hue Noe, education; Al 
Hackl, finance; and Will Anderson, 
publicity . .. Members Ralph Patterson 
who is AD of Nation’s Business and 
Joe Kimmel of U. S. Chamber of Com- 
merce, attended this year’s Aspen con- 
ference . . . A charter member of the 


club, Bob Konikow, left for Chicago 
where he is now managing editor of 
Advertising Requirements . . . 





Norman Kurshan opens A modern 
Kurshan Color Service color process- 

ing laboratory 
at 8 W. 56 St., New York, has been 
opened by Norman Kurshan, well 
known in the trade for his many years 
in color photo laboratory work. Kurshan 
and a group of color technicians have 
developed a new technique which en- 
ables them to make complicated strip-in 
dye transfer prints with very little re- 
touching necessary. The laboratory will 
also offer a complete range of color 
processing services. 


Done...in two shakes of a Waring Blendor 


You pee! the potata, Wanng Blender does the rest! Potato pancakes to 
seh anene, » 
ranape spre 









humecwts of yur ath 
WARING PRODUCTS CORPORATION, 25 W. 42rd St, New York City 36. 8 ee ee 


Product absent— Before - and - after 
meaning clear = theme is shown here 
in unusual treatment 
of product. Raw material and finished 
product are shown, but what made the 
finished product from raw foods is miss- 
ing. Raw vegetables and oil, a spoonful 
of batter, and piece of ready-to-eat po- 
tato. pancake on fork—only Waring 
Blendor, the catalyst, is missing. But its 
importance, by its very absence, is 
heightened. The spot to the bottom 
right shows actual product. Head: Done 
. in two shakes of a Waring Blendor, 
is theme of campaign which will run 
this fall. This ad is for New Yorker and 
Gourmet. AD: Ken Harris. Photogra- 
pher: Irving Penn. Agency: Anderson 
& Cairns, Inc. 


Medical promotion 
takes new direction 


Two new medical newspapers, Scope 
Weekly published by Upjohn and pro- 
duced by agency William Douglas Mc- 
Adams, and Medical News, sponsored 
by Ciba and produced by agency Sudler 
& Hennessey, are showing such good re- 
sults that a definite trend may well be 
developing toward reaching doctors 
through their own periodicals. 

A pharmaceutical research firm, Noyes 
and Sproul, reports that 52 percent of 
U.S. doctors read no medical news- 
papers. This means, however, that nearly 
half of the profession does read them. 
The survey also reports that 24 percent 
of doctors prefer learning about new 
pharmaceutical products in these papers. 
And 22 percent gave the papers top rat- 
ing for articles on established products. 

The papers were started after pharma- 
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ceutical firms realized that the average 
doctor receives about 30 pieces of direct 
mail a day, consequently can pay little 
attention to it. The papers, on the other 
hand, give him up-to-date information 
on his profession. 

Ciba’s Medical News, first to appear, 
is a biweekly, uses makeup strongly 
reminiscent of the Herald Tribune’s (a 
conscious influence—AD Herbert Strick- 
er admires H-T very much) and gen- 
erally follows fairly conservative news- 
paper practices. Editor is Blake Cabot. 
Illustrator Gerry Gersten has been sup- 
plying a cartoon series. The paper uses 
articles on medical economics, news of 
developments in the pharmaceutical and 
medical field, and generally treats all 
articles and news stories in straight news 
style and format. Company ads use lots 
of photography which comes usually 
from client. Illustrator Beria Russ does 
quite a bit of advertising illustration. 

Editorial type is slightly larger than 
usual news type for easier reading. The 
paper has its own news and photograph- 
ic staff. Advertising makes up about 20 
percent of the tabloid-size paper which 
is letterpress printed on newsstock. Med- 
ical News celebrates its first birthday 
this September. Sold as a package to 
client, it returns institutional value and 
prestige. Client does not control edi- 
torial content. 

Recently Fletcher Martin contributed 
an art profile on an AMA convention. 
This sort of thing is done from time 
to time, although photographers spec- 
ializing in the field of medicine do con- 
tribute more to editorial art. Margaret 
Markham, photo editor, is a member 
of this group. James Fogleman, graphic 
director at Ciba, okays all visual ma- 
terial. Agency ADs Herbert Lubalin and 
Ray Aron do Ciba ads. 

Upjohn’s Scope Weekly, tabloid size, 
uses tabloid makeup, with no column 
rules and lots of horizontal movement, 
has a 4-column page, is offset printed, 
numbers 16 pages. Lots of picture fea- 
tures, and heavy emphasis on photo- 
graphy over other forms of art in edi- 
torial makeup. Advertising runs 25-30 
percent. Policy is to report current med- 
ical news, medical features, abstracts 
and excerpts from medical publications, 
features on medicine and sports. There 
is a woman’s section called Medical Dis- 
taff which is slanted to the doctor’s wife 
and women interested in medicine. Hu- 
man interest photography in the field 
and humorous medical cartoons are 
bought regularly. 

Managing editor is Fritz Silber. Polly 
Wilson is picture editor. Paul Silver does 
the page layouts. Design consultant is 
Erle Yahn. Rudi Wolff is AD on the 
Upjohn account. 
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fresh and bright 
attractive and etticient 


Heuserman 


High style treatment AD Dudley Mar- 


for movable walls tin of agency 
Meldrum & Few- 


smith, Cleveland, developed this and 
a series of ads suggesting stylized treat- 
ment with product—Hauserman Steel 
Walls. R. E. Pfleger, vice president of 
agency, and Martin will use theme of 
abstract wall treatment, using maximum 
wall area, with 3-dimensional photo- 
graphic treatment in the series of full- 
color ads which began in Business Week 
and Fortune. Office furniture was kept 
to minimum so reader could visualize 
partitions in his office. Paul Wing Stu- 
dios, New York, photographed series. 


sea shells 


what are they 





Shell publishes F. H. Roberts, man- 
booklet on shells ager of production 

and _ distribution, 
public relations, at Shell Oil, and artist 
Arabelle Wheatley have turned out a 
two-color booklet using its emblem, the 
Pecten shell, as theme. Only the intro- 
duction page uses commercialism, and 
that only in a small dose. Rest of the 
booklet is filled with information on 
shells, how to find them, how to store 
them. Art is of two kinds—light draw- 
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ings in blue and black, and black and 
white drawings of specimens. Pages are 
recessed and fake tabs used for easy 
flipping and subject headings. Booklet 
is offered by company, 50 W. 50 St., 
New York. 
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Juvenile delinquency Using b/w 
theme of campaign photography on 

a universally 
recognized problem is the means by 
which this advertiser, Camera Craft, 
sells product. AD William L. Ryan and 
agency Richard & Gunther produced 
new campaign for client, stressing soft 
sell. Product itself is not shown or em- 
phasized. What is emphasized is the fact 
that product—camera—as a hobby will 
help in preventing delinquency. Ads, 
6oo lines, are running in newspapers 
and have pub-set copy. Dominant art, 
stopper head, and news copy will be 
continued throughout year. Client, in 
abandoning previous hardsell campaign, 
reports rush of new business and huge 
response to a coupon in one ad which 
offered teen-agers photography class at 
local stores. Stores gain prestige in role 
of public service and draw favorable at- 
tention through this campaign. Private 
and public service organizations have 
asked for reproduction rights. Copy 
chief on account is Eliot M. fordan. 
Photography from H. Armstrong 
Roberts. 
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Herbert Bayer named internationally 


known painter 
and designer 
Herbert Bayer has been appointed di- 
rector of the department of design at 
Container Corporation of America. Bay- 
er, a native of Austria, studied and 
taught at the Bauhaus in Germany un- 
der its director Walter Gropius. He has 
served as vice president of Dorland In- 
ternational advertising agency, and as 
consultant AD to J. Walter Thompson 
Co. Bayer, who came to the United 
States in 1938 with an established repu- 
tation as typographer, exhibition de- 
signer, photographer, painter and adver- 
tising artist, designed the first of many 
institutional ads for Container shortly 
after he came to the States. He designed 
the first Container Corporation’s Mod- 
ern Art in Advertising exhibit in 1945. 
He has designed several building proj- 
ects for Aspen Institute for Humanistic 
Studies. For five years he was editor and 
designer of the World Geo-Graphic Atlas 
published by Container. This month, a 
retrospective exhibition of 33 years of 
his work will open in Nuremburg, Ger- 
many, and will tour Europe. 


Container director 


Visual Presentation Assn. 
elects Jacques Megroz 


New president of National Visual Pre- 
sentation Association is Jacques Megroz, 
with Crowell-Collier. Other officers in- 
clue Ferd Ziegler, vice president, vice 
president of McCann-Erickson’s sales 
development department; Charles Behy- 
mer, vice president, presentation special- 
ist; Norman Bebell, secretary treasurer, 
of Bebell & Bebell; Charles Corn, mem- 
bership chairman, in the photoprint 
business. Joe Dunford, movie producer, 
will be program chairman. Porter Henry, 
sales trainer, will act as chairman of the 
Day of Visual Presentation. 
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Bamberger’s New Jersey 
promotes three 


Edward Turano, AD, has been ap- 
pointed creative advertising director at 
Bamberger’s New Jersey. Albert Rack- 
enberg, assistant advertising manager, 
becomes advertising manager. Raymond 
Buchanan, direct mail manager, is now 
sales promotion planning assistant. The 
new promotions followed recent resig- 
nation of Robert Bowerman, advertising 
manager, who left to become retail sales 
promotion director of the Washington 
Post Times-Herald in Washington, D. C. 
Turano will be responsible for all as- 
pects of the store’s creative advertising 
program and the creative developments 
of storewide events. He is a graduate of 
Pratt, and came to the store in 1937 as 
artist. He has won nine AD Club awards 
and two Harvard Advertising awards. 
He is a member of the AD club of New 
York, the National Society of Art Di- 
rectors, and the New Jersey Twelve, 
with whom he paints. His oils have been 
on exhibit in many museums and 
galleries. 





This 


new 

design fea- 
tures a revolving pouring spout which 
opens and closes by turning top. Para- 
keet photo by Joe Maddocks, Los An- 
geles. Designer: Vance Jonson, Los 
Angeles. The round package of Hap 
Parakeet Seed is lithographed in 4 
colors. 


New bird seed package 


Ad photography 
going candid 


Free-lance Photographers Guild reports 
candid photography today is used in 
about go percent of advertising photo- 
graphy. Responsible for this trend, says 
FPG, are Steichen, television, picture 
magazines, foreign movies. Since adver- 
tising must compete with other items for 
attention, “power” photography which 
uses pictures with impact and drama is 
in demand. Photographers who are 
trained in journalism and who adhere to 
artistic disciplines are most useful here, 
FPG believes. 


A Woman’s Day 
circulation booster, 
Presidents’ chart, is available from the 
A&P magazine with. their coupon and 
75 cents. Designer of the chart, Irving 
Miller, has used portraits of all the 
presidents, and highlights of their careers 
immediately under each picture. Graphs 
show presidential terms, elections, im- 
portant events of each term. Physical 
growth of the country is pictured in 
maps. The actual chart, a complete 
thumbnail history of the country, 
measures nearly 316 inches in width and 
26 inches in depth. A full-color minia- 
ture of it appears in the September is- 
sue of Woman’s Day. General Walter 
Bedell Smith, chairman of the board of 
American Heritage Foundation, _pic- 
tured here with the chart, emphasized 
the importance of women voters this 
year—for the first time, potential women 
voters outnumber men. This is the 
second such chart Woman’s Day has 
published. The first appeared in October 
1952 and was reoffered in January 1953. 
It drew more than 300,000 mail orders 
at 35 cents. Woman’s Day AD is Kirk 
Wilkinson. 


Presidents’ chart 


Package designer’s 
code of ethics 


Package Designers Council of New York 
has approved the Code of Ethics and 
Principles of Professional’ Practice for 
membership in the council. The code 
provides that professional package de- 
signers should have written agreement 
with client before beginning work; 
clients should be encouraged to use 
designer’s name on all designs; package 
designers should not provide consulta- 
tion or other services on speculation; 
package designers should not use paid 
space advertising. About 50 leading de- 
signers constitute the membership of 
PDC. 
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LA Examiner changes 
to 842 point body type 


\ key newspaper in the Hearst chain, 
the Los Angeles Examiner, has changed 
to 814 point body type and an all- 
Bodoni head dress, both Linotype. Ar- 
rangement of selections has been stream- 
lined and many features have been add- 
ed. Linotype’s Ionic series has been 
selected for the paper’s new body type 
with certain key letters redesigned to 
meet special requirements. Type is 814 
cast on g point slug. Five months of 
work went into the redesign of the 
paper. 


Photogenic animals 


Alltame Animals Agency has _ been 
formed at 550 Fifth Ave. with Ruth 
Manecker, zoologist and private zoo 
director, as president. The agency will 
supply animals to TV program pro- 
ducers, advertising agencies, publicity 
personnel, commercial photographers, 
and others. Tame and photogenic ani- 
mals are available on rental basis. Miss 
Manecker, who was associated with the 
Bronx Zoo, has appeared as a performer 
with animals on many TV shows. 










Lloyd G. Hughes 
has been named 
president of the re- 
organized Detroit art firm, Phoenix 
Studios. The group which he heads 
bought the stock in the Detroit Com- 
mercial Art Firm. The Phoenix company 
has moved its art.staff to the ninth floor 
of the Francis Palms building. Other 
principals in the firm include Albert 
Evans, vice president; Lloyd Gola, treas- 
urer; and Harold Le Beau and Jack 
Keller. 


Phoenix Studios 
names president 











All techniques for These four 
Family Service posters examples of 

poster art 
show the range Museum of Modern 
Art chose for its nine commissioned 
posters for Family Service Association 
of America. Henry Ries photographed 
baby scene for a 30x46 vertical poster. 
George Tscherny’s graphic using type 
arrangements in “a community is people 
trying to find their way” measures 30x46 
vertical. Leo Lionni’s “which way out” 
symbolizes one theme of the poster cam- 
paign. Noel Martin’s poster “break a 
pattern of frustration” is a strong state- 





























Frustration 


For Family Counseling Cali 


which way 0 
for Family counseling call 





ment for the association. Mildred Con- 
stantine, associate curator of graphic 
design, is responsible for the museum’s 
continuing activities in the field of post- 
er art. The museum has built up its own 
poster collection which includes more 
than 1300 outstanding examples of 
poster art, from the 1890 work of 
Toulouse-Lautrec and others, to the 
Bauhaus school, the French movement 
headed by Cassandre and Carlu, and 
Kauffer’s London Underground series. 
The post-war collection includes work 
from nearly every country and covers 
that period in the greatest detail. 
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Strongest approach yet 
in one of the current 
trends in ad design — 
strong, masculine appeal. Absolute op- 
posite of other design lead for light, 
imaginative, mood stuff. 

This ad is one of series running in 
newspapers for Blatz. Agency: Kenyon 
& Eckhardt Inc., Chicago. AD David 
G. Wylie reports problem arose in 
casting of models. “Realness” of people 
was object sought. So far, outdoor man- 
type jobs and suitable models have been 
used in the new Blatz campaign. Bob 
Elmore of Wesley Bowman Studios was 
photographer. 


Strong sell— 
no nonsense 


Third Package Design 
competition opens 


Package Designers Council has named 
21 experts in packaging and merchandis- 
ing to select winners in the Third Amer- 
ican Package Design competition open- 
ing this month. Results of the competi- 
tion will be announced at a Presentation 
luncheon next February at the Plaza 
Hotel, New York. Judging will follow 
a new point system developed by the 
council. This system evaluates package 
effectiveness in design, construction, 
merchandising value and consumer ap- 
peal. The PDC Gold Medal will be 
awarded for excellence in concept and 
design. Award and Honorable Mention 
certificates will be presented to top 
packages in 20 categories. 

The PDC Aluminum Award, an in- 
dustry cash award of $1000, will be 
awarded for the first time this year. 


Duplicate Award and Honorable Men- 
tion certificates will be presented to 
product manufacturer and packaging 
supplier responsible for each award- 
winning package. PDC will distribute 
official entry forms and complete instruc- 
tions to designers, product manufactur- 
ers, packaging suppliers, advertising 
agencies and allied organizations in the 
mass-produced package industry. Entry 
deadline is Nov. 1. Full information 
may be obtained from Package Design- 
ers Council Competition Headquarters, 
12 E. g2 St., New York 16. 


24-hour lighting 
prop service 


Globe Lighting Products, Inc. is offering 
a new 24-hour lighting fixture prop serv- 
ice. Some 25 contemporary fixtures in 
the new Globe Continental line have 
been selected. For further information 
and catalog, contact Lighting Consult- 
ant, Globe Lighting Prop Service, 16 E. 
40 St., New York, MU 6-2206. 





Nothing finer in American taste... CALVERT 
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More American theme Corn stalks 


for whisky ads and a plate of 
buttered ears 


of corn plus a bottle of Calvert Re- 
serve—this repeats the new American 
theme in whisky advertising. This is 
also the new fall corn-and-whisky cam- 
paign Grey Advertising Agency is run- 
ning for client. Corn industry is helping 
develop promotion. Indians performed 
a ceremonial corn dance during the re- 
cent Calvert national sales meeting and 
ears of corn were distributed to sales 
executives. Four-color ads will appear 
in Life and Look and car cards, bill- 
boards, and point-of-sale material will 
support the campaign. AD: Arthur P. 
Weiser. Photographer: Ben Somoroff. 













MacFarland, Ave- 
yard & Co., agency 
for Pullman, 
found a typeface which strongly sug- 
gested their account. Using it as a base, 
Richard L. Eastline, director of typog- 


Railroad Gothic 
for a railroad ad 


raphy, and Lloyd Reedy, _letterer, 
changed the Railroad Gothic around a 
little to give a feeling of space while 
retaining its dominance. This is seen 
in the second deck head: You can afford 
to travel by Pullman. Note irregular 
spacing and letter alignment. Script 
is used at the top: Whenever you travel 
. . and was chosen to appeal to women 
(Lightness and comparative delicacy of 
type.) The darker, heavier second-deck 
type was chosen to offset the script. 
Main halftone and four spots illustrate 
and emphasize copy points. Ad ran in 
general consumer magazines. Art Super- 
visor: Rom Rigotti. AD: Howard Swen- 
son. Artists: Stephens Biondi De Cicco 
Studios. 


Mademoiselle names 
college art winners 


Johanna Sandman of Boston and Sarah 
Miley of Sheboygan, Wis. are winners 
of Mademoiselle magazine’s 1956 Col- 
lege Art contest. They divide $1000 in 
prize money for their illustrations of 
prize-winning stories published in the 
magazine’s August College issue. Miss 
Sandman, now in Mexico studying con- 
temporary mural techniques and visit- 
ing a pottery center in the Oaxaca val- 
ley, is primarily interested in “exploring 
the possibilities of re-introducing art to 
public architecture.” With a master’s de- 
gree in teaching from Radcliffe and 
master’s degree in art from the Univer- 
sity of California, she will teach art 
parttime at Wellesley College. 

Miss Miley, a June graduate of the 
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University of Wisconsin, was represented 
at the Forum Gallery in New York 
last spring with a painting. For two 
months she had a one-man show at the 
Merchandise Mart, Chicago. A student 
of Robert Brackman, Connecticut, she 
will teach art at the Wisconsin School 
for the Deaf. 

Judges for this, the second year that 
Mademoiselle conducted an art contest, 
were Bradbury Thompson, the maga- 
zine’s art director; Aline B. Saarinen, 
associate art critic of the New York 
limes; and artist Hans Hofmann. One 
of last year’s winners, Jaclyn Cohen of 
Pratt Institute, received an Award of 
Distinctive Merit in the 35th National 
Exhibition of Advertising and Editorial 
Art and Design for her interpretation 
of a prize-winning short story in the 
August 1955 Mademoiselle. The college 
art contest is open to any woman under 
26 in college or art school. Brochure 
explaining the rules is available from 
the magazine, Madison Ave., New 
York 22. 
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This is the house 
that built Jack... 
and Ju! and their frends. 
Built them BIG and cfrong. Its 
a Summer house, a plavhouse, 
a Storehouse of energy . . . 
of richer honey flavor 
Gtart building a Sturdier Famuty 
af Your house with 


Sunshine Sugar Honey Grahams | 


Of three color ads 
made up for Sun- 
shine Sugar 
Honey Grahams, this 4-color page tested 
best. “Friendly, appetizing appeal” of 
product is captured by imaginative, 
light-hearted treatment of art and type. 
Well-known Mother Goose verse is re- 
versed for message. This ad is the only 
color art spearheading whole campaign, 
so had to be real stopper. Photography 
was used at finish to give realism to 
house. Boy was added for magnitude, 
butterfly and flowers to suggest freshness 
of product. Agency: Cunningham & 
Walsh. AD: Reeve Limeburner. Photo- 
graphy: Tony Venti. Lettering: Hurley 
Studios. Copy: Ned Irish. 


Copy tests chose 
this cracker house 
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The American In- 
dustrial Advertis- 
ing Association has 
given an award for excellence to a cata- 
log illustrating various types and uses 
of Palos Verdes stone. Gould-Smith 
Associates of Beverly Hills, Calif., pre- 
pared the booklet for Great Lakes Car- 
bon Corporation. 


AIAA honors 
catalog on stone 





New vodka bottle Russian theme is 

avoided in this 
new package for relatively new product 
which must compete with existing vod- 
kas. Cavalier will use American empha- 
sis, rather than Russian, to get atten- 
tion. The letter V is basis for main label. 
Arms of V are treated like ribbons and 
support a medal. The bottle thus sug- 
gests an award of merit. The bottle in- 
corporates a familiar symbol for quality 
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and has prestige value. Two proof 
strengths are differentiated by using 
scarlet and gold ribbon for the 80 proof, 
and royal blue and gold ribbon for the 
103. Cavalier figure is central theme in 
golden medallion. Bas-relief is suggested 
by embossing in the foil label. Corpo- 
ration name is woven around the outer 
rim of medal. Product name is in white 
and stands at base of V and above label. 
No front label ad copy. A tiny diamond 
label on back of bottle carries required 
alcoholic proof and content. Bottle it- 
self creates illusion of greater than ac- 
tual size by using a flattering oval cross- 
section. Short neck and high rounded 
shoulders show off ribbons. Parallel 
moldings provide surfaces for highlights, 
necessary to product, which is colorless. 
Designer: Clarence P. Hornung. AD: 
Arthur Gordon. Agency: Weiss & 
Geller. 
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Cutouts represent themes Lady Man- 

hattan 
shirts and skirts use cutouts to illustrate 
campaign’s themes. Themes utilize time- 
liness—thus for back-to-school model 
Dea Tristan wears school clothes and 
cutout background is_ school... for 
travel season, model Suzy Parker wears 
suitable clothes and cutout shows ocean 
voyage ...etc. Bleed pages, full color, 
begin in August and continue through 
December in fashion magazines and 
New York Times magazine section. 
Agency: Daniel & Charles. AD: Stu 
Green. Photography: Bert Stern. 


41 








with Catalina 
swimsuits. Brief, 
pert copy plus a picture many swimsuit 
buyers would like to be in helped keep 
Catalina well forward in the sales swim. 
Nick Silva of Foote, Cone & Belding 
AD’s the ad and Peter James Samerjan 
was the photographer. 


They’re in love... 


Teen-age promotion 
ups former adults-only sales 


Chanel perfume, long campaigner for 
sophisticated women, now through 
agency Norman, Craig, & Kummel, is 
reaching teen-agers with photographs 
and copy suggesting that when the teen- 
age girl is falling in love, she is “ready 
for Chanel.” Client reported a sharp in- 
crease in sales to the younger consumer. 

Another high-priced item, Speidel’s 
watchbands, formerly aimed at adults 
only, tacked a “Heart-Throb” tag to a 
bracelet and promoted to teens. Pushed 
on client’s part of TV show, “The Big 
Surprise,” tag when worn inside the 
wrist was to mean going steady, when 
worn outside the wrist, just dating. All 
advertising supported this gimmick. 
Agency Norman, Craig, & Kummel re- 
ports a sales increase of 42 percent in 
eastern and New England states and a 
sampling of jewelers which shows a one- 
third boost in client sales over other 
identification bracelets. 


Public service publicity 
exhibition to open 


Ihe Contemporary Arts Center, Cincin- 
nati Art Museum, will present in No- 
vember an exhibition of outstanding 
examples of publicity material created 
by social service, health and government 
agencies throughout the world. Organ- 
ized by the Contemporary Arts Center 
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in collaboration with the Family Service 
Association of America, the show will 
offer annual reports, interpretive or 
educational pamphlets, newspaper ads 
or feature stories, posters or car cards, 
agency magazines, television props, good 
still photos from films, photographs of 
agency activities, and other material 
employing visual techniques. 

Jury to determine selection of mater- 
ial will consist of an art museum cura- 
tor, an artist, and a social worker. The 
show is being planned as a free stand- 
ing exhibit. At later dates it will travel 
to major cities. All material should be 
directed to Allon T. Schoener, curator, 
The Contemporary Arts Center, Cin- 
cinnati Art Museum, Cincinnati 6, Ohio. 
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“Calculated simplicity” reads the 

headline, and 
calculated simplicity features the design 
of this Lanz ad by R. H. Braun agency. 
AD was Cal Freedman of Cal Art. Photo 
by Peter Samerjan. 


Corcoran School of Art 
fall plans 


The commercial art classroom of Cor- 
coran School of Art, Washington, was 
remodeled during the summer with 
fluorescent lighting and new walls in- 
stalled. Instructors for different groups 
can now teach in the classroom at the 
same time as seating can now be planned 
by semesters. Ed Walton, director of 
the commercial art department, has 
Frank Huseman and Phil Sabatino as 
instructors, Louise Eastment associate. 


a blue _ beaver 
coat, will be sold through 


Blue mood Product, 
emphasizing its unusual properties. 
Therefore art creates unusual mood— 
here, fantasy. Photographer Henry Wax- 
man shot this woodsy scene in the rain 
for a soft metered light background, 
with an even light on the coat. Logo 
fantasia furs, and mood of photograph 
tie together. This 4-color page runs in 
fashion publications. Herbert Paulen, 
AD for agency Leber & Katz. 


Industrial photographers told 
to upgrade quality and price 


In an address before a combined meet- 
ing of the Photographers’ Association 
of America Convention, Art d’Arazien 
of Scott-d’Arazien, photographers, New 
York, emphasized that free-lance and 
salaried photographers should do better 
jobs and charge better prices. Photog- 
raphers who do inferior work at cut 
rate price degrade the profession, he 
said. 

As for his own price policies, d’Araz- 
ien said that assignments determined 
prices he set. Taken into consideration 
are time to be consumed, distances to 
be traveled, planning time, materials 
needed, and ultimate use of the picture. 
If a picture is to be used in a national 
advertisement with a space cost of 
$50,000, one or two thousand dollars 
would be fair. If the picture would be 
used for an annual report, such a price 
would be out of proportion. The indus- 
trial photographer said that there should 
be some sort of royalty system so that 
the man who does an outstanding job 
for his client would be rewarded “just 
as a writer is when he writes a good 
book.” A problem to photographers 
arises when a picture is purchased for 
































one use, then is upgraded into much 
greater use or additional uses with no 
additional compensation to the photo- 
grapher. 

The speaker said his formula for 
location assignments works out pretty 
well for him. He charges a per-diem 
rate for shooting days, and another per- 
diem rate for nonshooting days, plus 
all expenses, material costs, and pro- 
cessing charges. 

He urged that industrial photog- 
raphers’ standards be raised and that 
the company photographer be put on 
the same plane as the engineer, both 
as to salary and prestige. He pointed out 
that this is an age of specialization and 
that company photographers should, 
and usually do, accept the outsider 
who is called in to do special, shot. A 
top-notch photographer today, he said, 
is one who has technical knowhow that 
includes full knowledge of cameras, 
lenses, lights and perspective angles. 
But he must have imagination and art 
training, too. 








“I came just as I was. 
I always wear 
my DyNEL underwear!” 











Eye-catching humor Steig cartoons 

,plus a line for 
Dynel, spoken by character, is latest 
campaign by Union Carbide and Car- 
bon Corp. for product, Dynel-cotton 
blend underwear. Line drawings will 
be one column and will reach con- 
sumers through 41 major newspapers, 
and magazines which have predomi- 
nantly male readership, such as Out- 
door Life, Sports Afield, Saturday Eve- 
ning Post, Better Farming and Grit. 
AD: Al Florian. Agency: Anderson & 
Cairns, Inc. 
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Picture story Four halftones tell the 

story. Few words of copy 
in each of the four, making one sen- 
tence and tieing the pictures together, 
merely serve to underscore the picture 
story. Prestige value of product is em- 
phasized with model in Brooks Brothers 
clothes, white steed themes. Man on the 
white horse is so well known as symbol 
that political cartoonist on Florida 
Times-Union (Jacksonville) used one of 
the illustrations. AD Bob Shaw, vice 
president of agency Doherty, Clifford, 
Steers & Shenfield located the photogenic 
horse and uses a barn on his Connecti- 
cut farm as studio. New York photo- 
grapher Charles Kerlee moved in $20,- 
ooo worth of equipment. Model is Colin 
Fox. Horse is Caesar, owned by Grace 
Williamson and trained by Roderick G. 
Williamson, Jr. 


Day-Glo art exhibit 
offered to agencies 


An exhibit of fluorescent color art, used 
in Day-Glo jobs by national advertisers, 
is available for use of New York adver- 
tising agencies, art studios and others. 
Purpose of the show is to point up to 
creative personnel the latest color inno- 
vations and techniques in the company’s 
advertising art. Originally prepared for 
use by the Benton and Bowles staff, 
the exhibit has also been shown to 
McCann-Erickson and Geyer. Showings 
in the New York area may be booked 
through Gordon Russell, eastern repre- 
sentative for Switzer Brothers, Inc. 
Phone PL 8-2000. 


Why admen choose 
their profession 


“Masochism, compulsive preoccupation 
with words, and a pervasive, although 
consciously denied belief in magic, are 
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noteworthy motivations . of people 
who enter the advertising business, ac- 
cording to Dr. Daniel E. Schneider, New 
York psychiatrist. A frequent contribu- 
tor to psychiatry journals and author 
of “The Image of the Heart” and 
“Psychoanalysis and the Artists,” Dr. 
Schneider was interviewed by Arthur 
Brackman, editor of Pix Biz, house 
organ of Freelance Photographers Guild, 
Inc. The psychiatrist was asked why 
advertising men die at an average age 
of 58, as against an average of 66 for 
the rest of the population, according to 
surveys made by Advertising Age. 
Schneider replied that admen die yourig 
because of traumatic psychic injury suf- 
fered in infancy or early childhood, 
and not because of stresses of the busi- 
ness. People who enter advertising 
would have the same physical symptoms 
no matter what profession they chose, 
Schneider said. In advertising, he said, 
“they find a socially acceptable outlet 
for their grandiose, compensatory pre- 
dilections, and frequently are highly suc- 
cessful. As a compensation for their 
self-recognized weakness they develop a 
pride in their ‘realism’—each idea is con- 
fronted calmly with a ‘let’s see what we 
have here’ attitude. But the underlying 
schism remains and takes a relentless 
toll.” 
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The gentle- 
men in der- 
bies were a tie-in with the Kentucky 
Derby. The hot tip for the derby was: 
if you can find a better bourbon .. . 
buy it! Ad ran in 10 selected markets 
and paid off in double sales for Ancient 
Age Kentucky’ bourbon, according to 
Sidney G. Stricker, Jr., vice president 
of the company. Agency: Doyle Dane 
Bernbach. AD William Taubin. Photog- 
rapher Wingate Paine. Copy: Eli 
Kramer. Models: Henry Greene and 
Robin Flynn. 


Derbies for Kentucky 
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Vertical shoe ad Joseph Magnin Co's 

(San Francisco) verti- 
cal 2-color ad for two shoe designers: 
Margaret and Jerrold. The ad ties in 
with public service — United Crusade — 
which features an all-in-one drive for 
charity. Copy in red, the second color, 
follows the vertical line. Color and style 
of the product are stressed. Drama, con- 
trast, white space — all are used to advan- 
tage. Advertising director, Carolyn Hoyt. 
Layout, Marget Larsen. Fashion artist, 
Betty Ashley. 


te 


N. W. Ayer & Son 

gets color TV lab 

N. W. Ayer & Son has signed with SRT 
Television Studios of New York for a 
color laboratory for testing of color TV 
material and for staff training. B/w 
facilities will also be offered to the 
agency. Ayer will use $500,000 worth of 
equipment, including a new RCA live 
color camera chain. In a new three-part 
program, under general supervision of 
Thomas H. Calhoun, head of TV pro- 
grams* and production, commercials, 
packaging and art materials will be 
tested before the cameras. Live auditions 
for talent will be held. David M. Cran- 
dell, supervisor of TV production for 
Ayer, will direct this phase. A commer- 
cial color course for Ayer people will 
be directed by Donald S. Hillman, 
former NBC-TV producer-director and 
a member of the agency TV directorial 
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staff. A coaxial cable between SRT 
studios and Ayer offices at 30 Rocke- 
feller Plaza will be installed for closed 
circuit testing of TV material. 


Cave drawings 
derided—praised 


Speleologists (those who scientifically 
study caves) say cave drawings found 
near Perigueux in southwestern France 
are not those of prehistoric man but 
more probably done by a small boy who 
tagged after a cave expedition 10 years 
ago. Archeologists say the pictures were 
made at least 20,000 years ago by cave- 
men. Abbé Henri Breuil, ranking spe- 
cialist on prehistoric art, declared that 
the drawings are authentic. 

Archeologists say the art found on 
walls and ceilings of the cave consists 
of 61 paintings and drawings of mam- 
moths, 12 of bison, eight of deer, six of 
horses, and four rhinoceroses. Also many 
finger tracings and complex and serpen- 
tine designs. Painted figures were in 
black and were described as having not- 
able sharpness of line and freshness. 

Speleologists say some of the drawings 
were made by a boy using a carbide’ 
lamp as crayon and other “art” was pro- 
duced by recent visitors. 





ARE YOU MAD ENOUGH FOR CAPEZIOS? 


A copy head 
reads: Are You 
Mad Enough for Capezios? And an art- 
fully artless “mad” drawing illustrates 
this theme. Product — shoes — never ap- 
pear. Full-color pages appeared in all 
the fashion books, beginning in Febru- 
ary, and will continue. 

Line of copy and art both reflect 
product’s appeal—to the specialized 
market of usually younger women who 
wear the imaginative, casual stylings of 
Capezio. Agency reports great response 
from stores who are using posters — 
3ox48—and counter cards repeating 
this art. AD and artist: Ward Emerson. 


Theme, not product 


Agency: Hockaday Associates. Copy: 
Martha Banta. 


The best is even better now- 


this new-recipe Swanson Pic 


Fashion in chicken Symbol of the 
pie stretches trend stove which car- 

ries out the theme 
of “old-fashioned goodness” for this ac- 
count, here takes on a bright, modern 
color appeal (pink). This plus the 
stylized flower pot (a coal scuttle) fol- 
lows the current trend in using fashion 
theme for any and all kinds of products. 
AD: Joseph Barcanic and Kenneth 
Boehnert. Photographer: Van _ Baerle. 
Copy: Harriet Carlson and Henry Bok- 
hof. Agency: Tatham-Laird, Inc., 
Chicago. 





Seasonal ad With politics in the 

air, Wallachs decided 
to take advantage of a seasonal ap- 
proach with this political scene, photo- 
graphed by Lownds for Peter Greer, 
advertising manager, and Dick Davis, 
AD, of Wallachs. Extensive prepara- 
tions, including cooperation from the 
































police, the mayor's office, and others, 
made possible this unusual and exciting 
shot. Candidate is model Lionel Wig- 
gam. The ad is part of the store’s cam- 
paign for Viracale suits and is for the 
New York Times and Herald Tribune 
and ad display in-store. 





“perfection” look 
of a beautiful 


costume ... 





Store’s personality This ad was used 


seen through ads to study com- 
municative con- 


tent of retail advertising. Results show 
this ad presented an image of store cater- 
ing especially to home-minded practical 
homemakers. Social Research Inc. con 
ducted the study for the Chicago Tri- 
bune. Middle-class housewives saw the 
store as one where they could get de- 
cent values. Those lower in the eco- 
nomic scale thought the ad was for a 
prestige store where they could shop 
for better things. Adjectives used by 
lower-middle-class housewives include: 
brightness, friendliness, excitement, 
youthfulness, liveliness. 


Society of Illustrators present 
40 paintings to air force 


General Thomas D. White, vice chief 
of staff of the United States Air Force, 
and other generals attended the presen- 
tation of 40 paintings Society of Illus- 
trators gave to the Air Force Historical 
Foundation. The paintings were the lat- 
est in a series of historical paintings 
which members of the society have ex- 
ecuted to record worldwide activities 
of the air force. These paintings, which 
resulted from trips artists made to Eu- 
rope, Latin America and to air force 
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installations throughout the country, 
will eventuaily be put on permanent 
exhibition at the new Air Academy in 
Colorado Springs, Colo. 


A first display 
for photography 
The first photography exhibit on archi- 
tecture will open at the National Gallery 
of Art, Washington, May 15, 1957. This 
will mark the first time the gallery has 
held a display built around photography 
and the first time an architectural ex- 
hibit has been held there. Examples, 
both b/w and color, will show principal 
works of American architecture since 
1857 when the American Institute of 
Architects was founded. About 100 
buildings will be displayed in photo- 
graphs, drawings, and large color photo- 
graphic transparencies. 

Color transparencies were loaned to 
the exhibition by Eastman Kodak Co. 
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Scientific visual data This 2-color 
as principal art page ad by 

agency Lewin, 
Williams & Saylor of Newark, N. J. for 
client Driver-Harris Co. draws atten- 
tion to alloy spectogram as principal 
piece of art and also points up the art 
in copy. Gray and black tones of spec- 
togram are repeated in hand-lettered 
head and in trademark. Art border in 
red brings life to the page. Red is 
picked up in trademark and in bottom 
block of copy. Main illustration domi- 
nates entire layout with copy elements 
kept simple. Loose handling of lettering 
and picture frame contrasts with rigid 
spectogram pattern. AD: Harold Sos- 
now. Copy: Malcolm Wilder. Art: Ray- 
mond Art Service, Newark. Creators of 
the approach were Joseph Shelby and 
Charles Guettel of client firm, and Leon- 
ard Newsteder, vice president and ac- 
count executive of agency. 
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One of a series, 
this 4-color page 
makes strong use of product name and 
properties. Vegetable used in drink are 
shown and in head. “8 juice” is empha- 
sized to differentiate between this juice 
and tomato juice. Bob Skinder, AD, re- 
ports research shows that most people 
read into these ads a strong vitamin, 
mineral and health story. Strong graphic 
largely responsible for this, he believes. 
Copy underlines flavor. Art was used 
rather than photography because “‘it al- 
lowed greater latitude in some of the 
unusual vegetable arrangements and 
also to meet the standard of perfection 
as set down by the client,” according to 
Skinder. John Howard, artist. Ricker 
Van Metre and Phyllis Sharer, copy. 
Agency Needham, Louis and Brorby, 
Inc., Chicago. 


Symbol campaign 


Kurshan & Lang studio 
is being unionized 


Employees of Kurshan & Lang, color 
service and processors of transparencies 
and prints, were negotiating a union 
contract with the company as Art Direc- 
tion went to press. The company was 
not previously unionized. Employees de- 
sired a union contract and at writing 
the company was negotiating with Blue- 
print Photostat & Photo Employees 
Union, Local 24910 AF of L-CIO which 
also has contracts with many commercial 
photo studios. K&L had made an offer 
to the union which was rejected and 
the employees were out and picketing 
pending final agreement and signing of 
a contract. Other color processors pre- 
sumed by the union to be doing work 
for K&L during the strike were also 
picketed, pickets being removed when 
the union was assured no K&L work was 
being handled. 
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The craftsmanship of Eric 
Valleau and Herb Gutheil has 
been an important factor in 
maintaining LaDriere’s 
reputation for quality art for 

" automobile advertising programs. 
The Craftsmanship The other 17 artists pictured 


o - here, off iety of talent: 
of LaDriere’s Eric Valleau ptinactaiemnce cia wssrong 


and experience unmatched by 
and Herb Gutheil any einer ahaa. 

Automobile account art directors, 

have for over 28 years, looked 

to LaDriere for the top quality 

and dependable service required 

by their clients. 


STUDIOS 





LaDRIERE STUDIOS, INC. 
1700 CADILLAC TOWER 
DETROIT, 36, MICHIGAN 
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eric valleau 


herb gutheil 
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wayne dunham norbert czarnowski 


ross cousins 





clyde mc williams butch shaffer gene connelly 





for over 28 years... 


Illustrators 

Karl Anderson and 

Bob Farbolin 

on studio staff. 

Bill Fleming 

represented exclusively in 
Detroit by 

LaDriere. 


headquarters for quality automobile art 


bill fleming karl anderson bob farbolin 





h. j. luxem 





» 
/ 
jim fetter L | john arvan 4 / >, dick soules 
, 


ken soderquist les hardy f keith lyddy : 


jerry irwin 
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Mary Jane Russell 
ordered to rewrite suit 


Model Mary Jane Russell and Edward 
T. Russell must have their complaint 
against Springmaid rewritten, ruled 
State Supreme Court Justice Felix Ben- 
venga. Counsel for the Russells was to 
have a new complaint drawn by mid- 
August for possible consideration by the 
court. 

Mrs. Russell, top-flight New York 
fashion model, and her .husband, ac- 
count executive at Doyle Dane Bern- 
bach, charged Springs Mills Inc. with 
altering a photograph of the model for 
a Springs Mills ad which the Russells 
say suggested obscenity. Russell’s suit 


is based on “loss of consortium.” A 
suit for $4,230,806 had been brought 


against Marboro Book Shops, Inc., 
Springs Mills, Look, Ladies’ Home 


Journal and Promenade. The original 
photograph for Marboro showed model 
Russell reading in bed alongside a male 
model also reading. Marboro sold the 
picture to Springs Mills for $200. The 
photograph, then altered to change the 
male model into a bearded man reading 
a book by Col. Elliott White Springs, 
“Clothes Make the Man,” appeared in 
a full-page ad in the three publications 
cited. 

Marboro’s agency, Friend-Reiss Ad- 
vertising, and C. L. Miller Co., Springs 
Mills’ agency, are included in the suit. 


The original picture was photographed 
by Richard Avedon and bought by 
Friend-Reiss for $715.85. 

Still not settled is the question most 
troubling to advertisers: can an adver- 
tiser or agency resell a photograph to 
another advertiser? Defendants asked 
the court to dismiss the action and based 
their request upon the fact that Miss 
Russell had signed the standard release 
form. The Russells’ counsel contest the 
motion, saying that defendants’ interpre- 
tation would upset the model business. 
She told the judge that it is clearly un- 
derstood that when a model poses for 
a picture it is for a specific client and 
for a specific purpose. 





WNEW dignifies ads After a cam- 
with station’s growth paign which 

focused atten- 
tion on it by way of bright, amusing 
cartoon spots by Anna Johnson, station 
WNEW changed over to larger space 
(4 cols. x 125 lines) and more dignified 
art to emphasize the station’s growth 
and new way of looking at itself. The 
cartoons were originally employed eight 
years ago to corner attention in news- 
paper space with their special appeal. 
Now it is felt that this method is no 
longer new—the light, informal but 
punching ads are being replaced by 
their opposite, a low-key, dignified ap- 
proach which will stand out in opposi- 
tion to the rather commonplace (today) 
cartoon type of ad. AD: Joseph Caroff. 
Artist: Gloria Kamen. Copy by account 
and promotion manager Ken Klein. Art 
studio: S.K.A. Associates. 
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Course we have WNEW 


at our house; doesn't Everybody ? 





try Bill Kemp 
9:35 AM and 

5 PM Daily 
1130 on your dial 





the 


radio station 


for the 
young 
at heart 






Enjoyable music complete news and weather . 24 hours « day 


1930 on your radio dial 





It's 

my own 
invention... 
so’s 

Ican 

swim 

and still 
listen 

to 


WNEW 


At home or away, 
always keep 


WRAHIEW 


at your side 


MUSIC 

NEWS 

WEATHER 

TRAFFIC BULLETINS 
BASEBALL SCORES 
1130 


on your radio dial 
...24 hours a day 
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production 
bulletin 


Two new giant type specimen books now 







available to ADs, type and production directors 


ADTYPE WORKBOOK: More than just a 
shop’s type specimen book, this 500-page 
plus loose-leaf giant is a real desk work 
book. Features more than 300 showings 
of type and photo-typographic alpha- 
bets showing complete fonts in sizes 
from 4 pt. up to 15-line (wood type), 
most of the widely used machine set 
faces as well as American and European 
foundry faces. The book has special 
value for the AD because showings in- 
clude text blocks with and without lead- 
ing, loose-leaf pages that can be easily 
removed for layout tracing, and full 
copy-fitting data. Book is offered with 
a pre-publication price of $38.50, a 
post-publication (date not yet set) of 
$48.50, with price credited fully to 
customers ordering $500 worth of com- 
position. Pages are 11” x 14” on 100 Ib. 
stock. Adtype is at 916 N. Formosa Ave., 
Hollywood 46, California. 


TYPO TYPE: 650 pages, in two volumes, 
make up new specimen book for both 
photo and metal types at Typographic 
Service Inc. and Typo Photo-Composi- 
tion Inc. at 1027 and 1010 Arch Street, 
Philadelphia, respectively. Typical pages 
show Century Schoolbook and Italics in 
full size range with complete alphabet, 
figures, punctuation marks in Roman 
and italic in all sizes as well as text 
blocks one point leaded in sizes through 
12 point. Descriptive folder is available. 
Books are free to customers, sold for $50 
a set to others. 


INTERTYPE SPECIMENS: Alphabet and 
character showings of 187 Intertype faces 
are shown in 10 point size and listed 
alphabetically. Includes complete alpha- 
bets with caps, lower case, figures, points, 
small caps and old style figures. Sales 
Promotion Dept., Intertype Corp., 360 
Furman St., Brooklyn 1, N. Y. Other 
Intertype specimen material being cur- 
rently distributed includes sheets of 6 
point Bell Gothic Light, 6 point Bell 
Gothic Bold, 11 point Cornell with bold, 
18 point Futura Extrabold with oblique, 
24 point Futura Extrabold with oblique, 
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and a 52-page showing of the Vogue 
family. 


COATED PAPER SAMPLES: Folder of 8 grades 
of coated paper produced by Kimberly- 
Clark issued June 1956 is part of new 
sampling campaign of the company. 
Size, weight and packing data are given 
inside file folder which also contains a 
four-page sample of each sheet. Page 
one of each is printed in full color, 
page two has b/w halftone, pages three 
and four are white. This is a periodic 
sample, issued every four months, and 
replaces old sample book and mill dem- 
onstration pieces. 


FLUORESCENT LETTERPRESS INKS SUCCESSFUL: 
Six different firms used fluorescent let- 
terpress inks in magazines successfully, 
announced R. J. Elliott of Switzer 
Brothers, Inc., makers of Day-Glo 
fluorescent colors. The new inks were 
used in multi-colored presses without 
production difficulties. The new devel- 
opment is important to agencies in that 
they may now offer simplicity and econ- 
omy of ordinary letterpress inks com- 
bined with impact of daylight fluores- 
cent colors. Formerly, these colors in 
publication advertising required the use 
of screen processed or coated paper 
inserts. 


NEW LINOFILM: Linofilm, a new photo- 
typesetting machine, will shortly be field 
tested. Developed by Mergenthaler Lino- 
type Co., it is more than just a photo- 
typesetter. It is a four-phase integrated 
system composed of a keyboard unit, a 
photographic unit, a corrector, and a 
composer for photographic page or lay- 
out makeup. 

The Linofilm system offers a type 
range from 4 to 108 points in measures 
up to g6 picas and can maintain a 
speed about 25% faster than any cur- 
rent typesetting equipment. 

The keyboard unit consists of an 
electric typewriter, a digital computer 
and a tape puncher. As copy is typed 
it is translated into punched tape. Type- 


written copy is simultaneously produced 
for proofreading. 

The punched tape is fed into the 
photographic unit where it is auto- 
matically converted into composed lines 
of type on film or paper. 

On the keyboard unit, justification 
is completely automatic with space dis- 
tribution between words. Letter spac- 
ing can be varied. Point size changes 
from 434 to 18 points are available in 
12 steps by push-button control. Lead- 
ing from o to 18 points can be key- 
boarded. Point size change is automatic. 
18 grids or fonts are available at a time, 
each having 88 characters. Quadding 
and centering are automatic. Faces can 
be freely mixed at the same size in a 
line. Controls simplify tabular and run- 
around composition. Incorrect lines can 
be “erased.” 

In the photographic unit lines up 
to go picas wide can be handled. (Wider 
lines can be composed in the composer 
unit.) 18 grids are carried to supply the 
demands of the tape punched by the 
keyboarder. The grids can be quickly 
interchanged. Pi grids for special work 
can be provided. Line spacing as 
punched onto the tape can be changed. 
Original or corrected and spliced tape 
can be handled. Unit is automatic with 
only attention being to insert tape, 
maintain film supply and remove ex- 
posed film. 

The Linofilm Composer is an optical 
device of entirely new concept. It has 
a working surface the size of a full 
newspaper page and it uses type pro- 
duced on paper or film by the Linofilm 
photographic unit. By simple dial con- 
trol the operator can enlarge or reduce 
type in a range of from 4 to 108 points 
and can position lines or blocks of type 
on sensitized film or paper exactly as 
specified by a layout up to 96 picas wide 
by any depth. Photographs or drawings 
can be spliced or pasted into position 
on the madeup page or ad which is 
then ready for platemaking. 

When the final version of the Lino- 
film is commercially ready it will have 
a full library of Linotype faces plus 
new styles available to it. * 
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TORONTO’S EIGHTH 
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From 1100 pieces submitted from across Canada, 177 were 
selected by the Art Directors Club of Toronto to hang in 

its 8th annual exhibition. The pieces will appear in the 

8th Annual, published by the club, scheduled for release early 
this Fall. Six medal winners and six certificate award winners 


11) 
from the show are shown here. 
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Art Director: Harry Caverhill 
Artist: Art Associates Limited 
Client: Cockfield Brown & Co. 


Art Director: David Feist 
Artist: Antonio Frasconi 
Client: Monsanto Canada Limited 


Art Director: Gerry Moses 
Artist: Theo Dimson 
Client: Imperial Oil Review 


Art Director: Gene Aliman 
Artist: James Hill 
Client: Macleans Magazine 


Art Director: Sid Watson 

Artist: Sid Watson 

Client: Gaylord Printing & Lithography Co. 
Ltd. 


Art Director: David Mackay 
Artist: Graham Coughtry 
Client: CBS-TV 


Art Director: Keith Scott 
Artist: Theo Dimson 
Client: Mayfair Magazine 


Art Director: Leslie Trevor | 
Artist: Jack Birdsall 
Client: Provincial Paper Ltd. 


Art Director: W. E. Trevett 
Artist: Hans Kleefeld 
Client: Cooper & Beatty, Ltd. 


Art Director: Ted Bethune 
Artist: Ted Bethune 
Client: Radio Station CKWX 


Art Director: Jack Dawkins 
Artist: Walter Yarwood 
Client: Solitaire Recording Co. 


Art: Director David Mackay 
Artist: Graham Coughtry 
Client: CBC-TV 





* medal winners 
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BALTIMORE’S SIXTH 





Humor, soft-focus photography, and 
clean simple design characterized most 
of the winning pieces shown in the Sixth 
Annual Exhibition of the Baltimore Art 
Directors Club. 

Held at the Enoch Pratt Free Library 
for two weeks, the exhibit was viewed 
by many thousands and was readily ac- 
cessible to the advertising profession. 

Judges were William Highberger, AD 
of U. S. News & World Report; Tana 
Hoban, freelance photographer; John 
MacLeod, John MacLeod Associates; 
and Joseph Gering, Kenyon & Eckhardt 
AD. 150 pieces were displayed, 31 pieces 
(some of which are shown here) were 
awarded certificates of distinctive merit. 
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Art Director: William Hunter 

Artist: William Hadaway 
William Hunter 

Client: Storyville Records 


BALTIMORE Art Director: Jay Winston 


Vs. Artist: Hazel Croner 
Client: Schleisner Co. 


: KAN sA~ CITY 3) Agency: W. B. Doner & Co. 
: “ha Art Director: Benjamin Goldstein 
. Artist: Bert Stern 


Client: Hygrade Products 


Agency: Kuff & Feldstein 

Art Director: Jerry Kreml 

Artist: Stan Mossman 

Client: WBAL-TV—Hearst Corporation 


Art Director: Margaret Rigg 
Artist: Robert Wirth 
Client: Motive Magazine 


Agency: Joseph Katz Co. 
Art Director: George Adams 
Artist: Paul D’ome 

Client: G. F. Heublein 


Agency: A. L. & G. Advertising 
Art Director: Paul Hagan 
Artist: Paul Hagan 

Blakesiee-Lane Photography 
Client: A. L. & G. Advertising 


Agency: W. B. Doner & Co. 

Ari Director: William Hunter 

Artist: James K. Lightner Photography 
Client: National Brewing Company 





Artist: Betty Cooke 
Client: James W. Rouse Co. 


Art Director: Mahool Advertising 
Artist: Gordon Lowenburg 
Client: C. Hoffberger Company 
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“Vividly expressive”, says Noah Webster 
in his definition of “dramatic”. Few 
would question the proposition that 
more eyes will alight and come to rest 
on a dramatic picture than on a bland 
one: 

Over at my studio in 62nd Street we 
struggle away trying to come up with 
photographic ideas that dramatize. At 
times the art diretcor’s layout prescribes 
the drama essential to a successful photo- 
graph. But often the AD throws his prob- 
lem our way asking us to turn his sketch 
or idea into a photograph that a million 
people will want to look at. 

From the past few years’ work, my 
wife; Beatrice Le Cornu; my assistant 
and I have chosen some examples of our 
happiest dramatic results. They illustrate 
some of the ways drama can be put into 
a photograph. 


1) Drama through contrast: Mr. John, like 
Napoleon, is short of stature, long on suc- 
cess. On a publicity job for Gypsy Rose Lee, 








the silhouette contrast between one of Miss 
Lee’s girls and Mr. John demanded photo- 
graphic attention. 


2) Exaggeration does it: No AD, chained to 
his desk, a thousand miles from this lift 
truck factory, would be likely to know about 
lift truck sizes and lift truck maximum loads. 
But on location it was obvious that a super 
load, dwarfing man and lift truck, might 
make a dramatic picture. Six carpenters con- 
structed this huge box in 30 minutes. Black 
paint on the box and backlighting on the 
wall made the load look tons heavier, the 
photo more dramatic. Client: Air Express. 


3) Drama through pose and expression: Jug 
ears, crooked grin, even the closed eyes make 
for dramatic reality. No model, he is one of 
our “real people”; earns his living as a 
painter. Against a million smiles on the faces 
of a million handsome models, this face 
would stand out. Client: Marlboro cigarettes. 


4) Newspapers ... drama through the incon- 
gruous: A literal illustration of “You can’t 
sit on the news.” Client: Air Express. 


5) Angle distortion creates drama: IBM's 








“Thinking Machine” may baffle the man or 
the street but outwardly it looked less mag 
ical than a player piano. Fish bowl view wa: 
made with rare 180 degree camera, bestow 
ing missing mystery. Client: Anacondc 
Copper. 

6) Drama through reality . . . a sly grin 
When a model puffs the client’s cigarette 
and smiles, his smile is 99/ 100% pure 
pure interest in earning his thirty dollars ar 
hour. Often that $30 smile isn’t fit to carr) 
a page costing thousands of dollars. Onl) 
when the look is fresh, individual, unusua: 
is the photograph worth engraving and 
printing. 

7) Diver...drama through action, expres- 
sion, humor: Sometimes it takes two or more 
kinds of attention getting qualities to make 
dramatic pictures. Think how much less in- 
teresting this picture would have been with- 
out the walking into water, the frozen action, 
the mischievous grin. 


8) Satyr and nymph...drama through set- 
ting: Here the AD supplied only Mindy Car- 
son, Mitch Miller and the product, Columbia 
Records. Client: Air Express. 
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PHOTO DRAMA J & can be achieved many ways 


inc by Ralph Steiner 
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theres “COPY” IN THE “ART”... 


American Floor joins trend toward picture telling 


the sales story as well as illustrating the copy 
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AMERICAN floor sander 


Floor Beauty 


To GET PROFESSIONAL RESUITSE 






AMERICAN 


action brush 


faster 
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A scanning of current advertising and 
promotional material, consumer and 
trade, shows an increasing use of design 
and illustration that fully carries all 
or an important part of the sales 
message . . . instead of serving as a 
mood builder or frame for the copy. 


Outstanding example of this tech- 
nique is the series of New York Daily 
News station posters which at first 
carried a short copy line and then, 
because the Howard Zieff pictures told 
the whole story, ran without any text. 


This trend has been recognized 

and applied also by The American 
Floor Surfacing Machine Co. Adver- 
tising Manager James B. Lynn alls 
attention to some of the company’s 
recent dealer literature and display 
material as a case in point. 


The dealer folder, figure 1, employs 
off-beat colors to say “here is some- 
thing different” and the picture of the 
woman using the sander says, in effect, 
“it’s so easy to use.” The sander is 
rented by a dealer to a user. More de- 
tailed copy on the inside of the folder 
gives full model particulars. Designed 
by studio owner artist Kenneth Nissen 
of Toledo. 


Off-beat tan and green colors feature 
the easel display showing the baby 
playing on the floor. (Figure 2) 

The “decorator type colors”, says Mr. 
Lynn, aim to attract the attention’ of 
the housewife, capitalizing on the 
color awareness she has developed as 
a result of the paint manufacturers ad- 
vertising in recent years. The picture 
in the display says, “this sander will 
make your floor so smooth and safe that 
even a baby can play on it.” Designed 
by Frank Phillips, also of Toledo. 


Figures 3 and 4 show other units 

in the rental sales promotion kits given 
free to retail dealers with the purchase 
of a sander and all-purpose polisher. 
These pieces were designed by 
Theodore Luderowski, Director, Depart- 
ment of Design, Cranbrook Academy, 
Bloomfield Hills, Michigan. * 
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Some years ago while directing the art 
of a national farm Journal I came across 
an illustration sent in by a 4A agency 
showing a dairy scene. The girl holding 
the milk pail was gorgeous, high bos- 
omed, with well shaped legs, plus all the 
extra features to really sell the product. 
But the cows in the pasture were an- 
other story; the teat bags were not well 
drawn, scrawny, the legs were poorly 
shaped and bloated heads made the poor 
animals hard to look at. 


Ag experts are rare 


Agricultural art has always been the 
“ugly duckling” in the illustrative field. 
How many illustrators, designers, or art 
directors know the nomenclature of an 
average farm animal, further, how 
many strive to improve the pictorial 
beauty of an average farm animal or 
farm scene. You can practically count on 
your hands the artists and photographers 
who truly try to make an effort to im- 
prove the status of agricultural art. 

We “Ag” artists have to be near our 
models. It’s no fun going on your hands 
and knees through a hog yard with a 
loaded Graphlex and slide into what 
you would call “third base”. And you 
can’t do this kind of illustrating in a 
new Mallory hat or Hart, Schaffner and 
Marx suit. You’ve really got to soap and 


SCRATCHBOARD IN AGRICULTURAL ART 
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scrub before your wife will allow you 
back into your “trend” home. Sounds 
like a lot of fuss for a few lousy pics of 
chickens, hogs or cattle, but when the 
farm folk invite you in for a coffee break 
(which turns out to be a meal) you 
know that here will come honest criti- 
cism from the client who will be the 
audience of your art. 

Because of the pulp farm papers and 
farm sections in the newspapers line art 
has a definite advantage over halftone 
and scratchboard has proven the best of 
the line mediums (note the whisky illus- 
trations). Most farm advertising doesn’t 
run over two colors so Bourges overlays 
work well with scratchboard for the sec- 
ond color. The Angus Breeders were 
very happy when I made a scratchboard 
of their prize bull. It didn’t “fill up” 
into a black silhouette like most of their 
halftones had before. 


Absolute tone control 


A chicken breeder was happy in an- 
other way when his white chickens re- 
mained white instead of greying up like 
the halftones had previously. Scratch- 


board gives absolute control of the illus- 
tration at all times right up to the final 
proof on newsprint. 

In conclusion I would like to list the 
qualifications of a good looking farm 
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When illustrating a boar be sure he 
has two well developed testicles; at 
least six pairs of teats for this trait 
is passed to daughters. He should 
have a masculine look; good shoulder 
development, well arched back, full 
hams, well sprung ribs, deep and 
wide body, strong feet and legs, and 
good-quality bone. The latter trait 
applies as well to females. Be sure a 
brood sow is not too fat, avoid heavy 
jowls and extremely floppy ears. Her 
teats would be well developed and 
there should be at least seven on each 
side. The national average of litters 
is a little over six but it is safe to show 
eight to ten baby pigs in your ad. 
Because small pigs look robust, have 
their tails curled, their bodies well 
rounded, their ears erect and never 
show a runty pig in any farm illus- 
tration. 

When illustrating a specific breed of 
hog be sure your reference shows the 
breed characteristics. An ad can kill 
a sale if an improper illustration is 
shown. Breeders are very sensitive 
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and do not like their animals held 
up to ridicule; rather show no illus- 
tration than a poor one. 

g. Chickens present a similar problem. 
Baby chicks should have a fluffy, erect 
and lively action. Never show a 
droopy chick. Use good reference to 
make a correct drawing, watch out 
for poor drawing; this will kill a sale 
—fast. Growing birds should have a 
feathery look, be long legged and 
robust. This age of bird is always 
eating. Feed companies like birds to 
be eating so keep the heads down, 
in the feed trough. Cockerels are 
always shown in the heavy dark 
breeds. They should be fat, well 
feathered, have a strong, nervous 
head and erect carriage. A rooster is 
usually shown with a six point single 
comb head, ear lobes well defined, 
and wattles full and hanging grace- 
fully. Comb and wattles should be a 
deep and healthy red. This type of 
rooster is a mating bird and should 
have a deep, broad, well developed 
body, face free from wrinkles and a 
broad flat back. These general char- 
acteristics also apply to the hen. She 
should also have a bright red comb 
and wattles and alert sparkling eyes 
which are signs of a good layer. The 
plummage should be smooth and well 
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defined. Don’t attempt a drawing of 
a chicken unless you understand the 
feather structure. Always show chick- 
ens around good type modern equip- 
ment. This is very important because 
farmers are constantly on the lookout 
for new labor-saving, money saving 
devices. Therefore, keep posted on 
the latest equipment. 

4. Sheep and cattle have the general 
characteristics of well sprung rib 
cages, low straight backs, well drawn 
heads, straight, square legs and hocks. 
Dairy cows should show a well-veined 
udder, a strong constitution for big 
feed capacity. Bulls should have a 
well developed look, alert and stocky. 
Their sex organs should be well de- 
fined. Give bulls a masculine, but not 
mean look, cattle are really a pleasure 
to look at. A farmer will also take 
pride in seeing his animals well 
pictured. 


Use good looking models 

The general characteristics of any farm 
animal are easy to draw if these simple 
rules are followed. Good reference, 
photos of good type animals should be 
used on all ads selling to the farmer. 
Manufacturers of bathing suits are very 
careful to show their items on models 
who have specific characteristics and as 
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a result they are pleasing to look at and 
the ads are easy to buy from. Farm ani- 
mals and farm scenes should also be as 
critically analyzed. A farm ad should 
start with a well designed layout, strong 
illustration and I am sure the copy 
writer will become enthusiastic when he 
sees a strong piece of art. Remember 
the farmer reads Life, Look, House and 
Garden, and all the other modern maga- 
znes. He expects his local farm journal 
to produce competing copy. 

The agricultural market is the largest 
in the country, surpassing every industry 
in output, so let’s organize our planning 
to treat the farmer as an industrialist, a 
big buyer, a connoisseur of fine animals. 





1) Show a good-sized litter with the sow. Use 
artist’s drawings more often to enhance lay- 
outs loaded with photographs. 


2) An artist can add to what a photo will lose in 
detail. Sparkle can be added to the eyes, and 
the correct stance fitted to the body. 


3) Get the heads down! Feed manufacturers like 
to see the animals enjoying their feed. All 


animals should have a well-fed look. 


~_ 


~ 


4) Seratchboard picks out the detail and keeps it 
strong through the engraving and final maga- 


zine printing. 


Scratchboard is also wonderful for all fur ani- 
mals, the length of hairs being easy to control 
at all times. 
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STARLAC TASTES BETTER 


Only Border's Starlac gives you these 
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Thrifty, nifty lunch with 
Seeeethe heart of ‘milk 


STARLAC TUNA CHOWDER | “a 
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Bordens STARLAC 
-the heart ofmik @G 
-about 8¢ 4 quart 


ee 


ad claims and product features 


These two Borden’s Starlac ads appeared 
in the Ladies’ Home Journal during the 
past twelve months. Here are some of 
the analyses findings of readers’ re- 
sponses from the Starch Reader Impres- 
sion Studies. 

The “Women Vote 2 to 1” Starlac ad 
had three main copy points — taste ap- 
peal, ease of preparation, and true milk 
nourishment. Ease of preparation evoked 
the most prominent response coupled 
with the economy factor which was men- 
tioned only in the last.line of the ad. 
Another large pattern of response in- 
dicated readers’ involvement with Star- 
lac’s nourishing qualities. 

The third and main copy point, taste 
appeal, was ignored by most of the 
women. Only a small group made any 
reference to the headline-theme “Women 
Vote 2 to 1 . Starlac Tastes Better”. 
Half of these women simply noted that 
women preferred Starlac, but ignored 
the taste element as the reason for 
preference. Another small group was 
positively inclined towards  Starlac’s 
taste; however, this response was inde- 
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pendent of the headline. Cooking is 
mentioned only briefly in the last para- 
graph of the copy, yet Starlac’s cooking 
potentialities come into the response of 
one-third of the women. “Good for cook- 
ing” and “economical for cooking” were 
typical reactions. 

The Starlac “Heart of the Milk” ad 
emphasized Starlac for drinking in the 
illustration and for cooking in the 
recipe and text. Two copy points were 
outstanding according to readers’ in- 
volvement. They were Starlac’s economy 
and its use in cooking. Readers felt it 
was “an inexpensive way of serving 
milk”, “cheaper for cooking purposes”, 
“fine milk for eight cents a quart”. 


A good many of those who accepted 
Starlac for cooking had _ reservations 
about its use as a drink. TheSe reserva- 
tions centered around doubts as to taste, 
comparability in nutritive values to reg- 
ular milk and the trouble in prepara- 
tion. 

Despite the fact that neither ad used 
“non-fattening” as a point, there was 
a sizeable pattern of response from the 
readers of both ads on Starlac’s non- 
fattening qualities and its value for diet- 
ing. 

In addition to the Impression of read- 
ers, the readership scores as reported by 
Daniel Starch and Staff, Mamaroneck, 
New York are: 





“Vote 2 to 1°" Ad 


Noted 
Per Cent of Women Readers 14 
Readers per Dollar 65 


‘Heart of the Milk'’ Ad 


Seen- Read Seen- Read 

Assoc. Most Noted Assoc. Most 
13 1 22 21 6 
60 § 65 62 18 
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DESIGN PATENT UPHELD 





overall appearance, not mere em- 
bellishment, is held the criteria 
rare case adds to precedents for 
future infringement suits 

design is growing in importance as 
a sales factor, adding significance to 
the decision 

design held part of the expression 
of function, not simply a super- 
ficial adjunct 

with design protection, manufac- 
turers can plan products for longer 
sales life, price products lower to 
aim for steady market 

case dealt with furniture design 
piracy but may have implications 
for graphic and alphabet designers 











unique court decision against design piracy 


holds many implications for product, 


A court victory against design piracy 
has been won in Chicago. The protec- 
tion of the Design Patent Statute has 
not seemed worth much to designers in 
the past for three reasons: 1) it is costly 
to bring and win a suit. 2) there is 
little precedent of victory for the plain- 
tiff because g) courts have generally 
held a slight change in one or two de- 
tails establishes a new design. Points 2 
& 3 may have been considerably altered 
by the decision of U. S. District Court 
Judge John E. Barnes. Judge Barnes 
ruled that design patents held by the 
Brunswick-Balke-Collender Co. are valid. 
He granted a permanent injunction 
against further manufacture as well as 


damages of $180,375.00 against the 
Kuehne Manufacturing Co. 
The Kuehne line was not a 100% 


copy of the Brunswick originals. For 
example, classroom chairs by Brunswick 
had a small horizontal hole near the 
top of the back. Kuehne chairs had no 
hole. Hardware and metal braces on 
desks were different. Combination chair- 
desk had an added chair leg. But Judge 
Barnes emphasized the importance of 
viewing the product as an ensemble. He 
said, “I think you have got to judge the 
ensemble. You have to look at the de- 
sign set forth in the patent and you 
have to look at the accused design and 
use the best judgment as to whether the 
accused design infringes the design of 
the patent.” 
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package, alphabet and graphic designers 


Referring to the statute on design 
patents, grants, Judge Barnes comment- 
ed“... what the statute required for a 
patent design is (that the units be) orna- 
mental, and these designs are pleasing 
to my eye And I think they are 
ornamental. I don’t think to be orna- 
mental something has to have curlicues 
on it or embossed roses or anything of 
that sort.” 


If the decision is a strong blow for 
better design protection in the future, 
there are some who feel otherwise. They 
point to the possibility of a reversal in 
a higher court in subsequent cases. Fur- 
thermore, the Kuehne company had ac- 
cess to Brunswick’s designs while bid- 
ding as a subcontractor. This unique cir- 
cumstance, some hold, influenced the 
decision and is not likely to be a factor 
in other design infringement suits. 


Generally, however, designers are hail- 
ing the decision. Designer Dave Chap- 
man, whose firm serves as design consul- 
tant to Brunswick, received the 1954 
Design Award Medal presented by the 
Industrial Designers Institute for his 
part in developing this line of school 
furniture. “Good design,” says Chapman, 
“is more than a simple application of 
artistic skills to improve the appearance 
of a product. 


This court decision upholds the con- 
viction of the professional workman that 
honest design has values so basic as to 
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allow elements of real defense against 
imitation by competitors for market 
advantage.” Mr. Chapman also noted 
that “without increased investment 
of time and money it is difficult to pro- 
duce more than a rehash of old concepts: 
In order to justify this investment, in- 
dustry looks to the Courts to protect 
them from the unfair practice of super- 
ficial imitation or piracy of valid, patent- 
able designs.” 

The case lasted a year and cost Bruns- 
wick $75,000. While there is no great 
prospect of such cases moving more 
rapidly or with less cost as a result of 
the decision, the Brunswick-Kuehne de- 
cision does offer a record case as prece- 
dent for future decisions, thus strength- 
ening the case of the original designer. 

Ramifications of this case may appear 
in other design fields, such as lettering 
and type design, where it is generally 
held that a detail variation on an over- 
all design is enough to establish it as 
a new design. The designer who could 
successfully patent his alphabets might 
look forward to a life royalty and typog- 
raphers and letterers could advertise 
their designs without fear of piracy. 

The Barnes decision may not be the 
last word on this subject, but it has 
raised, new hopes among designers be- 
cause of its firm consideration of the 
design as an ensemble and its refusal 
to be fooled by deliberate, minor varia- 
tions on the main design theme. * 
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Wer profitiert 
zu allererst... 


von Coca-Cola-Plakaten und 
Inseracen ? Keine Frage: 
Sie, Sie als Wirt, als Betreuer 
einer Gaststatte. Denn: 
wenn landauf, landab 
Plakate angeschlagen sind, 
wenn in vielgelesenen 
Zeitschriften Inserate 
erscheinen, dann weckt 
diese Werbung den Bedarf, 
den Glust nach Coca-Cola. 


Und was passiert nun? 
Die Leute bestellen bei Ihnen 
Coca-Cola. Sie profitieren 
also als erster von der Reklame, 
in Ihrer Kasse zeigt sich 
der klingende Erfolg. 


Sie sehen: Coca-Cola 


setzt sich fiir Sie ein, 





Coca-Cola wirbt fiir Sie. 


ad 
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Herbert Leupin 


by Paul Arthur, Assistant Editor, Graphis 


Of all the luminaries in the Swiss firma 
ment who gladden the daily lives ol 
the citizenry, none has a greater repu- 
tation for the expression of sheer en. 
joyment than the Basle artist, Herbert 
Leupin—a shy man who, despite the in 
ternational fame which his posters have 
deservedly brought him, is still no slave 
to his work. “I don’t work very much 
and dispose of my time as I think best 
When the weather’s good, I just take 
a walk in the sun with my kids,” he told 
the Zurich art critic, Manuel Gasser, 3 
while ago. Which, of course is a highly 
sympathetic point of view, especially in 
Europe where work as such and for its 
own sake, is considered a virtue. Life 
has not always been so leisurely fo 
him, however. Before his now well 
known poster for the City of Besk 
(see cut) in 1951, he was known for his 
meticulous “magnifying glass” style in 
which he would slave for days on he 
super-realistic portrayal of beer (see cut 
or textiles. (Actually, he still does a ew 
commissions in this style for a Gernan 
cigarette manufacturer.) The Bisk 
poster of 1951 marked the turning pcint 
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n his career because it was the first 
poster in his present “naif” style. It 
Was, Originally, his intention to carry it 
put in the same realistic way as_ his 
arlier posters. He did a sketch but 
hever succeeded, when it came to pre- 
baring the finished art work, in captur- 
ng the freshness and spontaneity of 
« sketch. So he used the sketch itself 
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sthe finished art work and thus a new 


ind important style, the Leupin style, 
as born. It is only in a country like 
euro where artists tend to work 
rectly in contact with their clients, 
vithout going through the usual inter- 
mediaries, that a man like Herbert 
eupin could develop. Because his con- 
act with his client is direct, Leupin 
knows exactly what is wanted of him 
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rocuct. So great are his gifts for finding 
: 7 he exact method of putting over a 
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1) The second of Leupin’s Coca-Cola posters 
which caused nothing short of a sensation 
when it appeared (blue sky, photographic 
bottles) shown illustrated here in an ad. 

First Leupin Coca-Cola poster was shown in 
August 1955 issue of this magazine, page 31. 
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The Basle poster of 1951 (see text). 
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A new poster for Suzé, an aperitif (yellow 
background, colored letters). 
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Poster for Eptinger mineral water 
(blue water, red and green labels). 
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A new poster for cigarettes (yellow and white 
pack, black and purple background). 
Poster for Rolex watches. 
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what happens 


to packages on 


COLOR TV? 


(N. W. Ayer & Son is running a com- 
mercial color course for its people. 
Donald S. Hillman, former NBC-TV 
network producer-director, now an Ayer 
producer and supervisor of TV color 
production is directing the course. At a 
recent session Edward Bennett, director 
of graphic arts at NBC-TV, told the 
group about how color TV reproduces 
packages. The following data are taken 
from his talk.) 





There is no longer any need to redesign 
a package so it will work on TV. In 
the‘early days of color TV this.may have 
been advisable, but today color TV can 
reproduce every package or piece of art. 
Actually, electronic color can be con- 
trolled better than pigment colors used 
in printing. 

As with the printed media, it is often 
advisable to properly prepare the copy 
for best results. Unlike the printed 
media, copy for color TV requires a 
small contrast range. 

Copy for magazine ads, for example, 
is often a bit more contrasty than is 
desired in the final job, since the na- 
ture of the halftone process in printing 
reduces the contrast and tone range of 
the copy. 


Transmission intensifies contrast 


In color TV the nature of the system 
intensifies contrast and expands the tone 
range. In b/w TV the value range of 
the copy is kept between 2-8 (1 to 10 
being optimum). In color TV the whole 
value range can be transmitted but the 
copy is kept within one part of the tone 
scale, such as all on the light side, or 
all in middle values, or all on the dark 
side of the value scale. Copy so pre- 
pared will reproduce on the viewers 
set in full value range. Were the copy 
itself in full value range, tone and color 
distortion could take place in trans- 
mission. 

Small areas of the copy can deviate 
from the above principle. 

If this is so, why is it no longer neces- 
sary to redesign packages for TV trans- 
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mission? Because the color TV experts 
now know how to prepare the package 
for TV. The very contrasty package, such 
as the Ajax scouring powder can, might 
be reproduced as just a part of the pic- 
ture, with the bulk of the picture area 
in a value controlled background. Or 
a dummy can for TV might be air- 
brushed so that it will transmit properly. 
By controlled lighting and by skilled 
handling in the graphic arts depart- 
ments NBC, for example, can work with 
any package. 

The networks are also learning how 
to light packages and TV art better. 
They now avoid overlighting which used 
to result'in color washout. 

While Ektachromes and color photog- 
raphy can be handled it is not at present 
preferred as copy for the TV camera. 
Time does not always permit its use, 
it is comparatively costly and is difficult 
to retouch. 


High key effects 


The ability of color TV to work at 
either extreme end of the value scale 
enables art and visual directors to create 
mood effects by use of whites and high 
key settings (one show was recently pro- 
duced in which the darkest value was 
the flesh tint) as well as by all low key 
settings. In color, subtle tone differences 
are held ‘well and sensitive detail is cap- 
tured. 

Chief trick in good color transmission 
is to control the value range of the 
colors. But no limit is placed on the 
color itself, even metallics being han- 
dled successfully. 

For shows, as opposed to commercials, 
where color effect rather than reproduc- 
tion fidelity is the goal, there is greater 
leeway in use of value contrast. 

Proctor & Gamble’s colorful Crest 
package, with multicolor lettering, is 
faithfully transmitted by darkening the 
art a little and keeping the package 
small on a value controlled _ back- 
ground. This also avoids color bleed- 
ing. If necessary to work from a trans- 
parency, particularly a small one, pref- 
erence is for some under exposure which 





makes the transparency denser. This is 
compensated for in transmission. 

An unique characteristic of color TV 
is its tendency to lighten values that 


are below 50% and to darken those 
above 50%. This is another reason why 
it is best to keep copy within a narrow 
area of the value range. 

Although all colors can be handled, 
best results are with clean colors. Muddy 
colors, such as those with much value 
or black in them, and such colors as 
mustard or olive, tend to go blacker. 
The intense light used also penetrates 
the pigment of the art or the printed 
piece before the camera and picks up 
the color hidden in the art board itself. 
Curtis Paper Co., for one, is working 
with the networks in an effort to de- 
velop a pure white board more suited 
to TV. 


Living-room selling affects package 
design 


Mr. Bennett pointed to an interesting 
by-product of the development of color 
TV. Manufacturers see their package 
on the TV set, in a living-room atmos- 
phere. They have previously visualized 
it only on the store shelf surrounded 
by many other packages. Often the re- 
sult is a shock. Bad design becomes 
very obvious. In this sense TV may 
cause many packages to be redesigned 
... not because of reproduction require- 
ments, but because the manufacturer 
suddenly becomes aware of the esthetic 
weakness of the package. 

Why should the good looks of the 
package suddenly matter? Manufacturers 
get a sense of shock when the unpleas- 
ant package enters their living room. 
As Leo Lionni might say, ugly packages 
are an invasion of one’s esthetic privacy. 
Mr. Lionni resents such packages. Now 
that TV is bringing more packages into 
the living room and in color, could it 
be possible that the profit-minded manu- 
facturer and the designer are about 
to find some common ground on which 
to stand? And if so, how will this affect 
advertising and graphic design gen- 
erally? 

When color TV reaches the mass 
market as b/w TV now does, there may 
be some question as to which has the 
greater point-of-sale impact, the living- 
room or the store shelf? The manufac- 
turer and the designer will have to de- 
cide how to plan the package for both. 

Technical progress in TV color trans- 
mission has made old hat of the prob- 
lem of how to reproduce packages but 
has brought with it the problems that 
will grow from a new client philosophy 
toward the possible visual offensiveness 
of livingroom sellings. 2 
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List Yourself with the trade... if you sell art, photography, typography, 
you belong in your own trade’s Annual Guide. For the 6th straight year, Art Direction 
will publish in the February 1957 issue, the only trade guide of artists, photographers, 
studios, illustrators, typographers, etc. 
10,000 Buyers circulation is at a new record high. Art Direction has the most 
buyers—A.D.’s; ad/sales promotion/production managers; editors; agency executives. 
You cannot afford not be be in your trade’s only annual, nor on record with 
your services. 
Fill out the order form now! Every year many listings are returned because 
they’ve come in after deadline. Send in your listing right now, and be sure 
you will be listed in the Annual Buyers Guide. 
Best Ad dollar buy! Listings are as low as $1.50. Contains the basic information 
of your service. Listings are the simplest, quickest, and the only way to list 
yourself with the entire field. 
to get business... tell them where you are... here’s how ’ 








instructions 


classified listings 
(see listings 1 to 205 on next page) 

For: artists, photographers, art sup- 
pliers and manufacturers, graphic arts 
firms. Also, for studios advertising 
specific services (for example, a gen- 
eral art studio could take Listing No. 
158, dye transfer prints.) 


1. There are 205 separate listings. 


Each listing is $1.50. 

2. Each listing is g lines. First line is 
name and telephone number. Second 
line is address. Third line is advertis- 
ing copy and is optional. Third line 
copy cannot exceed 45 characters in- 
cluding spaces. 

3. Order as many listings as you want. 
Use your letterhead if more space is 


4. Use order form below, type or 
print. If ordering more than one list- 
ing with third line copy, specify listing 
number for each third line. 


Sample classified listing: 
George Edwards MO 7-5764 


1810 Rittenhouse Sq., Phila. 3, Pa. 
public relations booklets, packaging 


needed. 





Representative’s listings 

(see listings 206 and 207 on next page) 
For: representatives of artists and pho- 
tographers. 
1. List your artists and photographers 
on your letterhead. 


2. See sample listing. You may, in one Samele vepresentattede tating: 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. Don Arthur MO 7-5764 
626 E. 38th St., N.Y.C. 16 

William Boro, men's fashion illustration 


Joan Mello, fashion artist, pastels 


g. Listings are $1.50 for your name, 
address and phone, plus $1.50 for each 
artist or photographer listed. 





Studio listings 
(see listings 208 and 209 on next page) 
For art or photographic studios ad- 
vertising all their services in a single 
listing. 


208. ART STUDIOS 
Ad-Art 
217 North B'way; Wichita 2, Kansas 


order form ART DIRECTION - 43 E. 49th STREET, N. Y. 17 » PLaza 9-7722 
Yes, I want to be listed in the February 1957 issue in the 6th Annual Buyers’ Guide, as follows: 


classified listings 


Representative’s listings 


Complete order form. 
List your art or photographic services on your letterhead. 


Sample listing: 


1. 
2. 
g. Listings 208 and 209 are $5.00 each. 
4. You may also order one or more classified listings (numbers 1 to 205). Each 
classified listing is $1.50. 
i r ? 2 F 2 2 t OTHER 
Pibiiiilli? 
AM s - folders and brochures 
” * * * * * * * . 


IMPORTANT! 
REMITTANCE M 
ACCOMPANY 0} 


1 to 205 ul $1.50 each listing........ 


(C 206 art ( 207 photography wsdl 


$1.50 for representative plus $1.50 for each artist or photographer listed. 


at $5.00 each $ 






































DEADLINE FOR LISTINGS IS DECEMBER 1, 1956. 








Studio listings 0 208 art (0 209 photography 
St Sr 
NAME ADDRESS 
Print exactly as you wish it to appear in Buyers’ Guide 
CITY_ ZONE STATE TELEPHONE 
8rd line copy for classified listings, 
cannot be over 45 characters 

See Nos. 1-205 See Nos. 206-209 
on next page on next page 
cement 206 List your artists on your letterhead 

Number 3rd line advertising copy 
—uemeiieineieeies 207 List your photographers on your letterhead 

Number 3rd line advertising copy 

nth stem 208 List your art services on your letterhead 

Number 3rd line advertising copy 
a ——— 209 List your photographic services on your letterhead 

Number 3rd line advertising copy 





DON’T WAIT. GET YOURS IN NOW. 


ART 


LLU 


20 


20 


208. 





56. decorative-humorous 
57. farm animals 
58. fashion & style 
59. figure 
60. flowers 
61. food 
62. furniture 
63. general 
64. historical 
65. home furnishings 
66. humorous 
67. industrial 
68. interiors 
69. landscape 
70. marine 
71. medical 
72. men's hands 
73. product—still life 
74. shoes 
75. sport 
76. still life 
77. story 
78. stylized 
79. symbolic 
80. technical 
(other) 
LETTERING 
81. alphabets, designed 
82. comp. lettering 
83. illuminated lettering 
84. Leroy lettering 
85. lettering 
86. paste-up alphabets 
86A pens 
87. photo, film, process 
88. presentation 
(other) 
RETOUCHING 
89. art 
90. carbros 
91. color toning 
92. dye transfer 
93. fashion 
94. Flexichrome 
95. industrial 
96. Kemart 
97. photo, b&w 
98. photos, color 
99. products 
100. renderings 
101. technical 
102. transparencies 
(other) 
TV 
103. animation 
104. art 


1 to 205, classified listings. /istings | 10 205 are $1 50 each. 


105. cartoons 

106. direct color prints 

107. film production 

108. hot press 

109. lettering 

110. lettering, photo 

111. models 

111A pens, lettering 

VW props 

113. slides 

114. story boards 

115. titles 

(other) 

PHOTOGRAPHY 

116. aerial 

117. animals 

118. architectural 

119. babies 

120. cats & dogs 

121. children 

122. color 

12. editorial 

124. experimental 

125. fashion 

126. food 

127. general 

128. horticultural 

129. illustration 

130. industrial 

131. interiors 

132. location 

133. motion pictures 

134. murals 

135. photo agencies 

136. portraits 

137. Printons 

138. products 

139. props 

140. publicity 

141. reportage 

142. resorts 

143. set design 

144. slide films 

14, stereo 

146. still life 

147. stock photos 

148. strobe 

149. trick photography 

(other) 


PHOTO REPRODUCTION SERVICES 


150 
151 
152. 
153 
154 
155 
156 


anscochrome processing 
b&w prints 
carbros 


in quontity 


color assemblies 
color prints in quantity 
color separations 


copy of artwork 


157 


159. 


160 


161. 
162. 
163. 
164. 
165. 
166. 
167. 
168. 
169. 
170. 
171. 
172. 


173 
174 
175 


COPY 


176. 
177. 
178. 
179. 
180. 
181. 
182. 


183 





duplicate transparencies 
dye transfer prints 
Ektacolor 
Ektachrome processing 
enlargements 
Flexichrome 
montage 
mural color transparencies 
photocomposing 
photo murals 
reproportioning 
screened veloxes 
slides 
strip-ups 
35mm negs. & positives 
transparencies 
transparency art 
varicolor prints 
viewgraph slides 

(other) 


PRINTS 


color film strips 
colorstats 
copy prints 
ozalite 
ozachromes 
photostats 
photostats on acetate, in opaque 
black or white 
viscualcast slides 
(other) 


GRAPHIC ARTS 


184. acetate proofing 

185. advertising presentations 

186. bindery 

187. display manufacturers 

188. electros 

189. gravure plates 

190. labels 

191. letter services 

192. lithography 

193. paper dealers 

194. photoengraving 

195. photogelatin printing 

196. printers, letterpress 

197. rotogrovure 

198. silk screen printers 

199. tags 

200. type direction 

201. type foundry 

202. typographers, hand 

203. typographers, machine 

204. typography, old-fashioned 

(other) 

EMPLOYMENT 

205. agencies 





PHOTOGRAPHERS REPRESENTATIVE 


207 


206:207 representatives listings: | isting: 206 and 207 are $1.50 each, plus $1.50 for each artist or photographer listed. 








ART 
1. adhesives 
2. advertising design 
3. airbrush 
4. annual report 
5. architectural rendering 
6. art directors, consultant 
7. art supplies 
8. book jackets 
9. booklets, direct mail 
10. Bourges technique 
11. car cards 
12. caricatures 
13. cartoons 
14. catalogs 
15. charts 
16. color separations 
17. colorist 
18. comic books 
19. continuities 
2 displays 
21. exhibits 
22. fine art for industry 
23. greeting cards 
24. ideas 
25. labels 
26. layouts 
27. letterheads 
28. maps 
29. mechanicals 
30. oil painting 
31. packaging design 
32. pen and ink 
33. pharmaceutical design 
34. point-of-sale 
35. portraits, painting 
36. posters 
37. presentations 
38. product design 
39. record albums 
40. Ripley technique 
41. scratchboard 
eo 42. spots 
4 43. three dimensional 
44. trade marks 
: Mi 45. wash drawing, b&w 
Y 0 46. watercolor 
47. woodcut 
(other) 
ILLUSTRATION 
48. aeronautical 
49. animals 
50. automobiles 
51. biblical illustration 
2. characters 
53. chemical 
54. children 
55. children’s books 
ARTISTS REPRESENTATIVES 
206 
ART STUDIOS 
208. (List any or all on order form) 
O creative 
D) design 
O direct mail 
(C illustration 
CD layout 
C lettering 
(0 mechanicals 
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0 packaging 

C0 posters 

0 presentations 

0 retouching 

0 service 

(0 TV art 
(other) 





209. 





PHOTO STUDIOS 
(List any or all on order form) 
0 children 
(0 fashion 
CD) food 
C0 illustration 
(CD industrial 
oO interiors 


C) location 


208-209, studio listings Listings 208 and 209 are $5.00 each regardless of number of services listed. 


motion pictures 
product 
reportage 
slide films 

still life 

TV 


9909.90 


(other) 
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th Buyers’ Guide 


the only Who’s Who published for advertising artists, 
illustrators, art and photographic studios and graphic 
art suppliers. Industry wide distribution guaranteed. 


Complete trade circulation 


Art Direction’s Annual Buyers 
Guide has a guaranteed circulation 
among buyers in every major ad- 
vertising art market in the country. 
The Annual Buyer’s Guide has the 
support of the National Society of 
Art Directors, its 23 chapter clubs, 
and many advertising art guilds 
and groups. 


Who’s Who in 
art/photography 


Here, in one issue, is practically 
the entire ad art and photo pro- 
fession. Every year, the Guides 
have grown until today they read 
like a who’s who of the advertising 
art and photographic fields. 


The Guide is a top sales aid! 
During the past five years Art 
Direction’s Annual Buyers Guides 
have helped free lancers and stu- 
dios increase their sales. Many 
buyers use the Annual Guides as 
the field’s own telephone directory. 


Special National 

Industry File 

One listing in the Guide automati- 
cally enters your na.ne into our 
address file. This file is maintained 
ior the use of anyone. There is no 
charge for the service. Time and 
again, we have helped buyers 
“find” the professional for whom 
they may have spent days in search. 
This is another Art Direction ser- 
vice to the field. 





in Art Direction 


AD is the market place for art, 
photography and graphic art serv- 
ices. Tell your sales story in the 
Buyers’ Guide issue or use AD 
every month to get your sales mes- 
sage to more buyers at bargain 
rates. 


AD is a proven sales builder. It 
has gotten accounts for artists and 
photographers who once believed 
it couldn’t be done. 


AD has the circulation, readership, 


you get results ee 


penetration, coverage and accept- 
ance to open up new accounts and 
reactivate old ones. 


AD is the only magazine edited 
exclusively for the buyer of art, 
photographic and graphic art 
services. 


You can have AD work for you 
as your “salesman!” Call PLaza 
9-7722 or write: 43 E. 49 Street, 
New York 17, N. Y., for full infor- 
mation, rates. 


*Listings in previous Buyers’ Guides 
have brought in orders running 

into the hundreds and even 
thousands of dollars. Where else 

can you advertise to the entire ad 
art market for so low as $1.50? 
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in Chicago 


COLLINS, MILLER & HUTCHINGS, INC 


men: Pane omy Pent Care ne fate Sit tir Brae - ema & tree 


CFAC winner Ads for Chicago photo- 

engraver Collins, Miller 
& Hutchings Inc. won the Chicago Fed- 
erated Advertising Club award for best 
institutional campaign in industrial and 
business magazines. Shown here is one 
in the series. 


Chicago Printing Design 
show set for travel 


The egth Annual Design in Chicago 
Printing Exhibition will be in two forms 
suitable for travel, kodachrome slides 
and printed samples mounted on mat 
board. The show is circulated to schools 
and design organizaticas in this country 
and abroad. The colored slide show has 
about 100 slides, one for each piece 
shown in the exhibit. Slides are mounted 
for use in standard projector. A docu- 
mentary accompanies the show. There 
is a nominal rental fee. 

The mat show may be rented for 
small fee plus one-way express charges. 
Those interested in the show may con- 
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Co., 107 N. Wacker Drive, Chicago 8, IIl. 


Chicago Photographic Guild 
adopts code of ethics 


Directors of the Chicago Photographic 
Guild approved a new Code of Ethics 
for the organization. General member- 
ship approved the code unanimously. 
Among its provisions: refraining from 
defamation of competitors; refraining 
from substitution of products; discrim- 
inatory prices—no rebates, etc. are al- 
lowed, no quotation of below cost prices, 
no acceptance of discriminatory prices. 
Further information is obtainable from 
the guild at Suite 814, 20 N. Wacker 
Drive, Chicago 6, IIl. 


Chicago clips 


Stuart H. Rae, former AD and Super- 
visor at Dancer - Fitzgerald - Sample; 
D’Arcy, and Ruthrauff & Ryan now in 
Florida running an independent layout, 
design, art, idea and production service. 
He’s at the Carey-Swain Building, 1938 
Laurel Ave., Sarasota New sound 
technique offered by Fred A. Niles Pro- 
ductions offers optimum sound quality 
for TV commercials and industrial films. 
Conventionally sound is recorded on an 
optical negative, developed into optical 
prints, then made into a composite print, 
resulting in third generation quality. 
Niles will now use sound tracks that are 
electronic first generation with 15,000 
cycles of sound as compared to 5,000 on 
conventional tracks . . . August 1 Fil- 
mack Studios celebrated opening of new 
live action studio for production of TV 
film commercials, at 1327 S. Wabash 
Ave... . 52 evening courses in five study 
areas will be offered during 1956-1957 at 
the Institute of Design at IIT. Courses 
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tact Gladys Swanson, H. L. Ruggles &' start Sept. 17, end Jan. 26. Courses in- 
cluded cover graphic design for TV, ex- 


typography, 


perimental 





contemporary 


art and design seminars. e 
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ARTISTS’ MATERIALS 
DRAFTING SUPPLIES 


176 N. Wabash Ave., 


Chicago 1, Ill. 
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PAUL PINSON 


4 bast Ohio 


Superior 
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steel drawing board edges 


for data check with your dealer or write 
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Art direction—consultation and design 
IIlustration—photography and art 

3 Dimensional art 

Packaging 

Promotional material 


Point of sale 


Phone WAlnut 2-3690 


_ ASSOCIATES 


910 CLINTON ST., PHILADELPHIA 7. PA. 


70 


’ 


in Philadelphia 





Brodovitch honored Former students of 

Alexey Brodovitch 
attended a testimonial dinner in his 
honor June 14 in New York. The stu- 
dents had attended his course at the 
Philadelphia Museum School of Indus- 
trial Art. Mr. Brodovitch was presented 
with a gold layout pencil and scroll. For- 
mer students attending were Milton Ack- 
off, Howard Alber, Ray Ballinger, Frank 
Baker, Max Copland, Fred Chance, Paul 
Dannheiser, Jack Fisher, Maurice Freed, 
Joe Gering, Stu Graves, Bob Greenwell, 
Nelson Gruppo, Joe Jones, Ewald Killey, 
Alfred Lowry, John Milligan, Irving 
Penn, Jim Phillips, Ben Rose, Mary 
Faulconer Saalburg, Jack Smith, Dave 
Stech, Warren Thomas, Victor Trassoff, 
Ed Valz, Joe Wallace and Sue Campbell 
Yates. Shown above are Max Copland, 
Fred Chance, Mr. Brodovitch, and Ewald 
Killey. 


Philadelphia clips 


Carlos Sierra Franco, designer and AD 
who recently transferred to the Phila- 
delphia ADC from Washington DC, has 
been working on a special assignment 
for Container Corp. which included a 
visit to Colombia in South America .. . 
Berman-Steinhardt Hayman is new name 
for combined art-photo services of 
Berman-Steinhardt and Hayman Photo- 
graphic Studios. Art unit has been at 
new offices, 1604 Chestnut, since July 9g. 
Photo unit remains at 2024 Chancellor 
St... . Dick Renninger now with Raul 
Mina Mora, designer-illustrator, at 130 
S. 17th . . . Renninger’s specialty is the 







sophisticated light touch cartoon. As;o- 
ciated with him is Louis Grubb who 
came to Philadelphia from Baltimore. 
Mr. Grubb specializes in color and b/w 
retouching . . . Larry Grey now at new 
office, 16th and Sansom, after many 
years of freelancing from his home... 
Edwin R. Steel has joined ad depart- 
ment of McNeil Laboratories, Inc. to 
handle production . . . Catherine Nissly 
Maurer, former Food Editor of Ameri- 
can Home Magazine, has joined the 
photographic group at Mel Richman 
Studios as consultant director on all 
food photography. « 








CLIENT SATISFACTION 
over the years ts our most 
cherished attainment 


S 


STILLMUN ART SERVICE 
12 SOUTH 12TH STREET 
STUDIOS 905-6-7-8-9-10 
P.S.F.S. BUILDING 
WA 2-4842 











Philadelphia Art Supply Co. 


Philadelphia’s most complete stock of 
art and drawing materials. 
© Craftint 
*® Kemart materials ¢ Zipatone 
¢ all graphic art supplies 


* Bourges sheets 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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on the West Coast 





Cole & Weber PM Harold A. Higgins 
is new PM at Seat- 


tle office of Cole & 
Weber. In advertising for more than 
25 years, Mr. Higgins comes to C&kW 
from Ruthrauff & Ryan in San Fran- 
cisco. 


West Coast clips 


Don Stivers, advertising illustrator, is 
now represented by Dick Danner, 488 
Pine St., San Francisco . . . designer 
Robert Keller now with Landphere As- 
sociates at their new location, 215 
Kearney St., San Francisco Los 
Angeles office of Doyle Dane Bernbach 
has added Edward J. Mitchell to its 
art department . . . Lloyd Pierce has 
moved from Cole & Weber in Seattle 
to AD with Dancer-Fitzgerald-Sample in 
SF ... Robert O. Lee has shifted from 
ad manager for telephone operations in 
Washington & Idaho Pacific Telephone, 
Seattle, to AM and public relations di- 
rector for Georgia-Pacific Plywood 
Corp., Portland, Ore. . . . Bruce Sturm 
now director of advertising and promo- 
tion for Jantzen Inc., Portland. Alvin 
Citron has succeeded him as sales pro- 
motion manager . . . In San Francisco, 
Grant Advertising has moved from the 
Russ Building to 1 Nob Hill Circle . .. 
Manuel Yellen, for six years West Coast 
sales manager for P. Lorillard Co., is 
now director of advertising of the com- 
pany replacing Alden James. Mr. Yellen 
will make his headquarters in New York 
. . German-made Borgward automobile 
will be pushed on the West Coast. Im- 
porter is Walter J. Thomson Trading 
Co. Inc. and agency will be Walter C. 
Davison Co. of Los Angeles ... R. R. 
Hutchison, commercial photographer of 
Pullman, Washington, has been chosen 
ead of the Photographers’ Association 
f America ... Duane A. Gordon, new 
\D at Erwin, Wasey & Co. in L. A., was 
ormerly AD for N. W. Ayer in Phila- 
lelphia. * 
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Does your 
art source 
give you 
creative 
strength in 


numbers ? 


However inexhaustible the wellsprings of a single 
artist’s imagination, it is not given to one man 

to create all things. That is why our staff of 34 
thought specialists in every field assures you of a 
versatility and originality that can be offered by no 
other western studio. Among our many designers, 
illustrators; artists and photographers, there is 
one man that can do the one best job on your job, 
be it bolts, benzedrine, chairs, chocolates, hats 

or happiness. Complex problems are tackled by a 
group of thought specialists, strong enough in 
numbers and experience to give you a sparkling 
solution. If you're tired of lifeless repetitious 

jobs, call us. You'll like the thoughtful vision 

and imagination that create something new out of 


something old, and wrest from the commonplace 


a wondrous vitality in compelling art. 


The Studio That Thinks 


ELGIN DAVIS STUDIOS 


2861 WEST 7th STREET * LOS ANGELES * DUNKIRK 9-3138 








RUS to 
US 


the monthly news magazine 
of advertising production 
$1.50 for 12 issues 


43 E. 49th St., New York 17 
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e Carbro 

e Dye Transfer 
e Colorstats 

e Flexichrome 


344 East 49 





Ralph Manks Color clabe. 


EL 5-6740 
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World’s only 





color processing of 


EXTACHROME 
TRANSPARENCIES 


with speed gain up to 


114 STOPS 


with whiter whites ... and 
WITHOUT COLOR SHIFT 


Only Jack Ward Color Service 
gives you whiter whites, crisp- 
er, truer color, greater depth 
of field in YOUR Ektachrome 
Transparencies. 

Dye transfer prints .. . Dupli- 
cate transparencies . .. Ansco- 
chrome . . . Art work copied 
... Slides. 


JACK WARD 
COLOR SERVICE, Inc. 


202 East 44th Street, New York 17, N.Y. 
Tel. MU 7-1396 





Midtown 
pick-up... 
delivery 
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PRICES AND CUSTOMERS— 


how much does price motivate? 


by Harriett Bruce Moore, Social Research, Inc. 


Advertising and agency people alike are 
continually concerned with the pricing 
of their products—both at the firm level 
of establishing a range of prices and at 
the merchandising level of “competitive 
pricing” in the market place. The point- 
of-sale price is influenced by such mo- 
tives as promoting out-of-season, intro- 
ductory, modified-product (“NEW!’) 
purchases, and _ instigating brand 
switches, for either long-term or short- 
lived goals. The nineteenth-century 
economist (still widely accepted as the 
final authority) postulated that saving 
money was economic man’s strongest 
motive, and that he—or she—would un- 
erringly move toward the best product 
at the lowest price. Many sales failures, 
and the very moderate success of the 
“consumer union” sort of rationalized 
purchasing guides, demonstrate the lim- 
ited accuracy of this assumption. 


Motivation Research 


In motivation researches dealing with 
many kinds of products—and stores and 
industries—we have collected material 
on the relationship between prices and 
objects, prices and brands, prices and 
public reputations. Price is easy to get 
data about, since nearly every purchase 
includes a specific, conscious operation. 
One pays, or arranges to pay. Even this 
is an overstatement, however—the super- 
market shopper often doesn’t know the 
precise price of a good many of her 
groceries, even while they are still fresh 
from the shelf in her market basket. The 
shopper with a charge account may give 
very little attention to the prices of 
things she bought, and the auto-pur- 
chaser has been often misled about what 
his automobile cost—often enough to re- 
quire special policing by the industry to 
prevent fraudulent mis-representations 
of what part of the contract was for the 
insurance, the carrying charge, the acces- 
sories, the initial overhaul and tuning, 
and the automobile itself. Aside from 
these evidences of vagueness, it is also 
well-known than an unpublicized price 
cut has very little impact—even on the 
people who examine the merchandise. 

A haberdashery store habitually marks 
down prices before they announce a 


sale. For several days, for example, 
Hathaway’s, Tina Leser’s, Adrian’s, and 
other expensive and quality-ridden 
named shirts will be in special con- 
spicuous _counter-positions, _ clearly 
marked as reduced for clearance. Only 
a few will be sold to customers who 
move through the store, although a 
good many may stop and look over 
the stock, or check the reductions an- 
nounced by the sign. When, however, 
the sale is publicly advertised, the crowd 
arrives before the store opens—and our 
veteran informer assures us it often con- 
tains some of the same customers who 
yesterday examined and passed by the 
store display. 

What, then, is the function of price? 
Does it or doesn’t it motivate? Under 
what circumstances is price-reduction 
most effective? What goes on in the con- 
sumer’s mind so that one time he falls 
on reduced goods, another time passes 
it by? What can be confidently known 
about consumers and prices? 

For one thing, price is more often 
vague than precise. It is vague because 
the customer normally thinks in a range 
of appropriate prices—she thinks that a 
“good price” for a broom is between 
$1.25 and $1.75, for a cake mix between 
goc and 37c, for gasoline between 29c 
and g3c a gallon. A drop of gc on a 
can of fruit makes a pretty good “‘spe- 
cial,” but a reduction on a party dress 
of less than 20% (or more) is no saving 
to speak of. 


Price Cutting 


The consumer thinks in these ranges 
out of intelligence, not stupidity. He 
knows that most prices fluctuate, and 
that they move according to laws be- 
yond the mamufacturer’s wishes, as well 
as by his decree. He knows that even 
automobiles are sold “below list”, and 
that the most firmly fair-traded product 
either gives in or is stuck if the market 
trend is away from its established cost 
One other result of this knowledge is 
that 

Customers are also interested in price 
after they buy. In a study of food shop 
ing, we found women still checking the 
price of turkeys and geese long after the 
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holidays—not because they were inter- 
ested in buying them, but because they 
want to know if they got “a good buy” 
in December, or whether it’s true that 
the prices are jacked up for the peak 
of the market season. Similarly, in auto- 
mobiles, appliances, real estate, vacation 
costs, clothing, and many other items. 
Basically, of course, this is a “selfish in- 
terest”, relating to the buyer’s competi- 
tive feelings towards merchants, adver- 
tisers, and advertisements. If he got a 
good buy, he is pleased; if he got taken, 
he holds it against the product or the 
retailer, or both. 

A good price is a qualified judgment. 
The customer's reaction to a particular 
pricetag depends on many other things 
he knows and believes about the prod- 
uct, its name, its market, its advertising 
policies. The same price reduction in 
airconditioners will bring more custo- 
mers to GE than to Aire-Fixe, or some 
other unknown brand. The same price 
reduction will have greater impact on a 
deluxe model than on the economy one; 
and will also lead to more speculation 
as to whether the deluxe model has 
been outdated by new developments or 
designs. When two cake mixes were si- 
multaneously on 10c coupon deals, the 
one with the fancier image picked up 
more sales than the one with the worka- 
day reputation—and it lost sales faster 
when the couponing was over, too. 

In other words, the customer juggles 
the price in his head along with a great 
many other convictions. He adds alge- 
braicly, we might say—plus newness 
minus competitor appeals plus suita- 
bility for himself minus doubts of its 
excellence plus usefulness minus not- 
quite-what-I-wanted. Sometimes he 
comes out with a plus balance, and so 
he buys; sometimes he comes out with 
a minus balance and passes on. In his 
decisions, the advertising—both as an 
event and in its style—is an important 
part of his decision. 

A cut price needs to be a bona-fide 
sale. Outside the fresh foods and a few 
other such areas, the customer looks 
for reassurance that the special price 
is not a “dumping” of inferior or ac- 
tually undesirable goods. The unan- 
nounced sales carries some of this aura 
—and it also is less effective because 
there has been no build-up, no antici- 
pation of purchase to augment the sa- 
tisfactions offered. The unadvertised 
shirt specials don’t open up wallets like 
classical theory says they will, partly 
because the customer has no opportun- 
ity to decide whether he or she will find 
the bargain a good investment. The aura 
of bone-fide offer is subtler—especially 


(continued on page 88) 
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SUN -TESTED 


VELVA-GLO 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 

COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 










Manufacturers of Y ELVA-GL °° 


Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 
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SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. * MU 3-5052 








what’s new 


SEE POWER IS SALES POWER: This is the 
title of a booklet prepared by Outdoor 
Advertising Inc. It’s a handy reference 
on outdoor advertising and contains a 
description of industry organizations, 
main forms of the medium, its character- 
istics, how it is bought and how it works. 
From OAI, 60 E. 42nd St., New York 
9, . F. 


TYPE SELECTIONS: Handy reference folder 
lists faces and sizes available at Adver- 
tising Composition Inc., 305 E. 46th St., 
New York 17, N. Y. 


FOUR COLOR PEN: A completely automatic 
precision-engineered four-color pen -has 
been introduced by Kingston Industries, 
527 Lexington Ave., New York 17, N. Y. 
Extended color point retracts automat- 
ically when new color is selected. Mar- 
keted exclusively as a company or gift 
item, it is not on sale in stores. 


CRAFTINT CATALOG: New 160-page catalog 
lists artists materials and hobby sup- 
plies of the Craftint Mfg. Co., 1615 
Collamer Ave., Cleveland 10, Ohio. 
Printed in 11 colors it has hundreds 
of illustrations, is fully indexed. 


NEW DESIGN DRAFTING PEN: A drawing pen 
based on a principle new to pens has 
been developed by Clemens Riefler in 
West Germany and is being distributed 
in this country through Quality British 
Corp., 120 Liberty St., New York 6. 
Known as the Grafika, the ink flow is 
controlled by capillary action rather 
than the conventional gravity flow. It 
uses rubber based, india or colored inks 
—even water color. Can draw a con- 
tinuous line up to 7oo feet without 
refilling. Comes with different nibs for 
different line thicknesses from .1mm to 
2.8 mm. Width of line can also be varied 
by a conical screw device on the pen 
shaft. Pen is said to completely elim- 
inate danger of blotting and will draw 
and join lines and terminate lines with- 
out any discernible thickening or angle 
ends. 


RAPID COLORPRINT PRICELIST. A pricelist 
for people using Rapid Colorprint 
Chromastat direct color print and other 
photographic color reproduction proc- 
esses is available from Rapid Colorprint, 
214 S. Central Ave., Glendale, Calif. 
List carries lower prices on almost all 
prints and transparencies. Company 
notes lower prices resulted from their 


recent acquisition of larger laboratory 
facilities and installation of fully auto- 
matic processing machines. 


HAND LETTERING SHEETS BY MAIL. Cello-Tak 
Lettering Corp. has published a 24-page 
catalog illustrating over goo styles of 
lettering and typefaces in sizes from 18 
point to 144. New designs in symbols 
and arrows are included. Many type- 
faces are not available in the largest 
type shops. User of the Cello-Tak system 
can get professional lettering and type 
captions in minutes, according to the 
company. Free illustrated catalog with 
actual sample of product is available 
from the company, 131 W. 45 St., New 
York. 


PRICE LIST. 8-page booklet covers produc- 
tion and printing pieces for various 
quantities of catalogs and_ brochures 
from 8 to 64 pages. Prices include lay- 
out, lettering, typesetting, photo re- 
touching, finished art and printing, as 
well as photo services. Price list No. 
556-D, W. T. Sorenson & Associates Inc., 
220 South State Street, Chicago 4, 
Illinois. 
(continued on page 76) 
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ART DIRECTORS! 
WAT Bt 


UNHAPPY ? 


IS EASY 10 GET 
A BETTER JOB! 


If your art or photographic stu- 
dios aren’t giving you the kind of 
service you want, don’t fret about 
it. Just call Tosca, and get a better 
job fast! 


You'll say that the Tosca stable 
of talent has a positive genius for 
speedy, intelligent and accurate 
interpretation of your wishes; for 
‘round-the-clock reliability and 
for absolute promptness. 


We have other ways of making 
your life more pleasant, too. We 
treat even your lowliest mount- 
ing job or paste-up with the same 
meticulous care we give to im- 
portant illustrations or photo- 
graphs for magazine covers. 


So don’t let poor service make 
you unhappy. Try us and let us 
show you why so many Art Di- 
rectors are saying: 

“Call Tosca 


for fine, fast service!” 











tosca studios 


Art & Photography 
41 East 42nd St. 
Murray Hill 7-2172 
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what’s new 





NEW CAMERA LUCIKON. M. P. Goodkin 
Co., manufacturers of Camera Lucikon, 
is introducing an entirely new unit, the 
Camera Lucikon Model B. The new 
piece offers larger working area, mobil- 
ity, lowest price in the field, smallest 
floor area, say manufacturers. Fuller in- 
formation is available from the com- 
pany, 889 Broad St., Newark 2, N. J. 


LOW COST COLOR PROCESS. Processing tech- 
niques by Reece Lewis, owner of 
Panorama Color, Burbank, Calif., repro- 
duce vivid, natural color prints in sizes 
up to 40”x60” from either positive film 
transparencies or color negatives at one 
third the cost of dye transfer prints, 
according to the company. First showing 
of the prints called Colorama was held 
at the New York Advertising and Sales 
Aids Show. The new prints are an 


adaptation of a new Eastman color | 


print material. Colorama prints in 
larger sizes up to six and a half by 
10 feet will be available in October. 


GRAPHIS OFFERS CHRISTMAS CARDS. For the 
first time, Graphis Press in Zurich, 
Switzerland, will offer a collection of 
Christmas cards by world-farnous artists. 
The mass market will be bypassed for 
buyers who have interest in contempo- 
rary graphic design. Gay and sophisti- 
cated themes will predominate. Ameri- 
can artists represented are Edward 
Renfro and Harry Diamond. Hastings 
House, Publishers, 41 E. 50 St.,--New 
York 22, are sole American importers 
of the European-printed cards. 


100 PERCENT ACRYLIC SPRAYS. Acrolite 100 
per cent Acrylic Sprays, said by the 
manufacturer to be really liquid plexi- 
glass, come in 14 popular colors. The 
decorating and touch-up paints are mar- 
keted in push-button cans. Acrylic is 
noted for never discoloring, chipping, 
cracking or peeling, according to manu- 
facturer. The product is said to be prac- 
tically odorless and nonflammable. Lit- 
erature available from Acrolite Products, 
Inc., West Orange, N. J. 


NEW CHART-PAK CATALOG. Visualization 
Made Easier is the title of a new 20-page 
catalog describing the Chart-Pak method 
of making organization and flow charts, 
graphs, office and plant layouts. Method 
is to “draw” charts, graphs, and layouts 
with pressure sensitive tapes and tem- 
plates. Inquiries on the company’s 
method should go to Chart-Pak, Inc., 
100A Lincoln Ave., Stamford, Conn. 
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For Artists’ Needs 


FAIR PRICES SINCE 1868 


IN NEW YORK 
E.H. & A. C. FRIEDRICHS CO 
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what’s new 





NEW PASTEL RENDERING METHOD. A five- 
step instructional procedure outlined by 
David Maxwell, noted industrial de- 
signer and chairman of the department 
of industrial design at Pratt Institute, 
speeds up and improves pastel render- 
ing. An illustrated brochure on_ his 
method is available, free, from Eberhard 
Faber Pencil Co., Dept. 371, 37 Green- 
point Ave., Brooklyn, N. Y. 


NEW HIGH SPEED COLOR FILM. A new film, 
called Anscochrome Professional Sheet 
Film, Tungsten Type, with an exposure 
index speed rating of 25, is available 
from Ansco, Binghamton, N. Y., photo- 
graphic manufacturing division of Gen- 
eral Aniline & Film Corp. The high 
speed color transparency film may be 
exposed under standard g200K studio 
illumination, clear flashlamp, or photo- 
flood lighting when using appropriate 
filters over camera lens. Manufacturer 
says light-sensitive emulsion of film is 
balanced to give highest color fidelity 
when such exposures are made. Avail- 
able from any photographic dealer in 
10-sheet packages. 


BROCHURE ON DYE TRANSFER. A new bro- 
chure in full color, explaining advan- 
tages of using Panorama Color “Big 
Color” dye transfer prints and trans- 
lucencies made in sizes up to 5x10 feet, 
is available free from Panorama Color, 
1807 W. Magnolia Blvd., Burbank, 
Calif. 


CATALOG ON STORAGE EQUIPMENT. A new 
catalog illustrating storage equipment 
for art and plates is available from 
Foster Manufacturing Co., 13th and 
Cherry Sts., Philadelphia 7, Pa. 


KODAK MAGENTA CONTACT SCREEN. A re- 
vised and simplified edition of the 
booklet, How to Use the Kodak Magen- 
tal Contact Screen, is ready for distribu- 
tion. The booklet, 12 pages in data book 
size, 814x534 inches, is punched for 
easy insertion in the Kodak Graphic 
Arts Handbook. Booklet is free from 
Graphic Reproduction Sales Division, 
Eastman Kodak Co., Rochester 4, N. Y. 


DAVID DEAN COLOR PROCESSING. A new 
illustrated brochure describing David 
Dean Color Laboratories’ facilities is 
available free from the company at 206 
Summer St., Stamford, Conn. The cata- 
log and price list gives details, approxi- 
mate delivery times on Dean color film 
products and processing services. . 





Now you can transform black & white illustrations, 
photos or other material to full color flexichrome prints... 
get the exact color...no retakes necessary. 


Performing flexichrome magic 
is but one of the many miracles 
in color craftsmanship. Kur- 
shan & Lang color services 
include: 


© EKTACHROME PROCESSING 


DYE TRANSFER @ CARBRO 
Reproduction Color Prints 


DUPLICATE TRANSPARENCIES 
ENGRAVER’S MECHANICALS 
SEPARATION NEGATIVFS 
MASKING / PRINTON / SLIDES 





KURSHAN & LANG cotor service inc. 





f Get all the first 
hand facts on 
Kurshan & Lang’s 
amazing variety 
of color services. 
Write or phone 
for new Data 
Handbook. Con- 
tains: answers to 
complex color 
problems, time 
schedules, prices, 
production infor- 
mation, ete. No 
charge, of course! 


MURRAY HILL 7-2595 


10 east 46th st. 





new york 17 

















PRODUCTS FOR THE 
ADVERTISING ARTIST 
New! ‘Storyboard’ 


TV Pad —for full-size 
visuals! 


Here's ovr brand new 
TV storyboord pad that 
allows you to make vis- 
vals of TV scripts in big 
5 x 7” panels. Each page has 4 large video and 
audio panels against a 70% gray background. 
Each segment is perforated 40 that when the TV 
show hos been visualized on the pad, the per- 
forated segments can be taken apart and bound 
to form a complete TV storyboard or presentation. 
Size 14 x 17”. 200 Segment to the pad. 


No. 72C—TV STORYBOARD PAD $2.50 ea. 





The Copi-Counter 


Just roll it over your copy 
— it counts while it rolls! 


THIS LITTLE DOUBLE-DIAL 
indicator, graduated in 
inches and picas on one 
side and inches and agates 
on the other side, is the 
new time saving  instru- 





ment for rapid counting of 
typed manuscript lines, 
measuring columns of type, galley cuts or other 
dimensions of type. In operation, the wheel is run 
up the pages or columns and the length in inches 
or total number of typed lines is indicated on the 
dial. A time saver for typesetting, by quickly 
estimating the total character count, from which 
the number of typed lines can be determined. 


THE COPI-COUNTER $4.95 


Write on your letterhead for 
200-page catalogue of art sup- 
lies. ‘An Encyclopedia of Ar- 
ists Materials” 
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X16190 . . . One of the thousonds of 
pictures from our stock library. 





DID | 


STOP 


ONE OF THE MANY 
SITUATION PICTURES FROM 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $2.00 for 10th Edition Catalog 
(in N. Y. C. add 3% Sales Tax) 


319 East 44 Street 
New York 17, N. Y. 


646 North Michigan Ave- 
Chicago 11, Ulinois 

























Favorite Med thea" 


Fine art work deserves the finest illustration board— 
firm, flat, extra white—in one word, Crescent! 


Crescent’s superior quality content rag stock, 
rigid specifications, carefully controlled humidity 
conditions, and super-thorough washing and 
bleaching operations all add up to give you 
the exceptional drawing quality you demand, 
whatever your medium. 

And Crescent uses two pressing techniques 
to give you the best possible finish for that 
medium: Hot press finish for the sleek, 
smooth surface that contributes to 

the finest pen and ink drawings! 

Cold press finish on textured felts for 
the perfect working surfaces for brush, 
charcoal, pastels! 

Insist on Crescent illustration board 
and you'll insist on the best! 


(nt 


QUALITY 
CARDBOARO 









COMPANY 
Tl. 


CHICAGO CARDBOARD 
1240 N. Homan Ave. « Chicago 51l, 
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HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
* 

MU 5-4295 / MU 5-4423 


404 Fourth Ave. - Room 1507 











Continuous tone 
Alone, alone on a wide, wide 4 lw 
sea? Blissful in the knowledge composing, etc. 

frem art or color 


that layout, art and mechani- 
cals are shipshupe and Bristol- 
fashion. No? Well, sail on—sail 
on— pipe KLEB studio 
aboard—We've got a crew 
that has weathered many an 
artistic storm. 
2 West 47 Street - CI 6-2847 
ask for Hy Klebanow 


SEPARATIONS Sede or caenaiee 
anal “~~ alterations of color 


pea COLOR 
LABORATORY 
149 WEST 54th STREET 

Circle 7-1747 














trade talk 


ART DIRECTORS ALLENTOWN, PEN: 
NA: Joseph L. Appa- 


lucci is new assistant AD and production 
manager at Mackes & Taylor Advertising 
. .. BLOOMFIELD HILLS, MICH.: Craig Bow- 
en upped to AD at MacManus, John & Adams 
. . . BOSTON: Frank J. Milauskas named a 
VP at Culver Advertising . . . CHICAGO: 
James Yates, former executive vp at Reach, 
Yates & Mattoon in New York to art super- 


visor at Leo Burnett . . . Bertram Ellis named 
art director of retail sales promotion of 
Montgomery Ward... Barney Brienza from 


AD to ad manager, Pabst Blue Ribbon. Lee 
Mariani upped from assistant to AD... 
Bob Dunn named AD at Tatham-Laird. Pre- 
viously AD at Western Advertising . . . Sid 
Stine, freelance, now has an AD’s desk at 
Henri, Hurst, McDonald . . . CLEVELAND: 
Paul Stauder left Cleveland to join Henri, 
Hurst & MacDonald in Chicago . . . Fran 
Lengel from BBDO to Griswold-Eshelman 

. . Sy Lachiusa to FS&R as AD. Sy was 
formerly layout artist at Federman & As- 
sociates . . . HOPEWELL JUNCTION, N. J.: 
Edwin J. Sisty now head AD at Lenhart 
Advertising . . . MEXICO CITY: Rafael Cortes 


from J. Walter Thompson to Kenyon & 
Eckhardt .. . NEW YORK: Joseph La Rosa 
from AD for National Export Advertising 


Service to Needham, Louis & Brorby . . . 
Robert Asherman, formerly with McCann- 
Erickson, to promotional AD at Crowell-Col- 
lier . . . Robert W. Bragg made a VP at 
Burke, Dowling Adams .. . Rolf Jensen now 
AD at Warwick & Legler . . . Ben Rogers to 
motion picture AD at Buchanan Co., from 
Donahue & Coe... new AD at MacLachlan, 
Unger, Fruling & Zysk is Joseph Bologna. 
Had been AD of comic promotions for INS, 
INP and King Features Syndicate . . . Bert- 
ram Marcus from Diamond-Barnett to Bris- 
acher, Wheeler & Staff . . . Frederick H. 
Kittel named AD at Kenyon & Eckhardt... . 
at Joseph Katz Morris Needle new AD... 
Edward Rostock upped to VP at Asche & 
Engelmore . . . George J. Leibman Jr. now 
an AD with Joseph Katz . . . Ralph Pinto 
from Doremus & Co. to Pulse Advertising 
. . . Frank Rossi is winding up his duties at 
the now discontinued American magazine 
. .. Al Peterson, assistant AD at American 
magazine, to layout department of Woman's 
Home Companion . . . Frances Johannson, 
also an assistant AD at American, now 
freelancing . . . Harry Steinfield now back 
from his extended tour of Europe . . . Sam 
Willig due back this month from his tour of 
Europe and North Africa . . . Dean Coyle 
now a VP at D’Arcy Advertising . . . PHIL- 
ADELPHIA: David Nazionale made a VP 
at Weightman Advertising . . . Carlo Am- 
mirati named AD at Snellenburgs, replac- 
ing Don Boylen who has resigned .. . 
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ROCHESTER: New trace at Charles L. Rum- 
rill is Fred Hellenberg . . . SARASOTA: 
Stuart H. Rae (charter member of the Chi- 
cago AD club) from Ruthrauff & Ryan in 
Chicago to Carey-Swain Building in Sara- 
sota where he is running his own design, 
layout, and advertising consulting service 

. . ST. LOUIS: Gene Kowall from execut- 
tive AD for Arthur E. Meyerhoff Advertising 
to VP and AD for D'Arcy Advertising .. . 
WASHINGTON, D. C.: Dick Loomis, former 
New York illustrator, now with Walton & 
Hoke Inc. . . . Bob Konikow. a charter mem- 
ber of the AD club, now in Chicago as 
Mangging Editor of Advertising Require- 
ments magazine .. . Duane McKenna to 
Editorial Art Staff, U. S. News & World Re- 
port . . . Henry Compart new assistant to 
Dick Hays, AD of M. Belmont Ver Standig. 


ART & DESIGN CHICAGO: Harry H. 


Birch has been ap- 
pointed executive vice president of Filmack 


Studios, producers of TV film commercials. 


and theater trailers. He will direct live 
action production and be in charge of the 
new sound stage. Formerly, Birch was chief 
cameraman and camera dept. head for 
WBBM-TV, Chicago CBS station . . . CON- 
NECTICUT: Sasha Maurer held an exhibit of 
his watercolors of New England scenes, at 
his studio barn near Gaylordsville . . . Re- 
cently he won second prize for watercolors 
at the 12th Great Barrington Art Show 
(Mass.). The painting which earned the 
award also won the award for the best 
animal painting—this award given by 
chamber of commerce. This marked the 
third year the former poster artist won a 
prize for watercolor in the Massachusetts 
show . . . DAYTON: Move for Tech Art, 
writing and illustration service for ad agen- 
cies and industry in three states—Ohio, Mich- 
igan and Indiana—to 1329 Stanley Ave... . 
DETROIT: New address for “ad-creators” 
announced by Herb Klein. Now at 546 E. 
Larned, Detroit 26, phone Woodward 1-6182 

. LOUISVILLE: Louisville Artists Guild 
announces winners of the recent cover de- 
sign contest for Louisville magazine. Guild 
conducted the contest for chamber of com- 
merce magazine . . . Jim Bird of Ward Baim 
Omens Studios won first place and his win- 
ning design will appear on the Sept. issue. 
Dan Burch, free lance, Joe Rigsby of Doe- 
Anderson Advertising Agency, and Eric 
Weider of Graphic Arts, Inc. won honorable 
mention. Field of entries now on display in 
lobby of CofC building . . . MICHIGAN: New 
summer art school opened at Pequaming. 
Called the Kitchigami School of Arts, it will 
be directed by Ted Kraynik and Rosemary 
Fontaine and Frank and Doris Wokurka. 
Latter couple are graduates of Layton School 
of Art. First couple: he a member of the art 
faculty at the University of Wisconsin at 
Milwaukee, and she a graduate of Minne- 
apolis School of Art .. . All have won vari- 
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Shows over 
200 PHOTOSTATIC, 
PHOTOGRAPHIC 

and SLIDE SERVICES 
offered by 
Admaster Prints. 







Gives PRICES, IDEAS and HOW- 
TO-DO-IT INFORMATION for: 


PHOTOSTAT SERVICES: 
@ Matte ent, Gow =... 

tity Stats i ister 
° Calor Stats from Flat or 3-D Art 


STATS ON ACETATE: 

@ Black, White or Color Stats 
on Clear Acetate 

@ Varicolor Prints 


PHOTOGRAPHIC SERVICES: 


@ Copy Photos 

@ Quantity Prints : 

@ Enlargements and Displays 
@ Sepia and Dyed Prints 


SLIDE SERVICES: 
@ Lantern Slides 
@ 35mm in Color and Black 
and White 
@ Vugraph Slides in Color and 
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Black and White 

Film Strips in Color and 
Black and White 
Printons to 20" x 24" 
Display Transparencies 
to 20" x 24 





Call or write for your free copy. 
For immediate help or information 
...ask for an Admaster technical 
representative. 





Hiaaiie PRINTS INC. 


1168 - 6th AVENUE, N.Y. JUdson 2- 1396 
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ous awards and have been exhibited often 

. MINNEAPOLIS: Brown Photo Service 
won in a recent monthly competition held by 
Envelope Institute of America. The envelope 
is open end style, printed in brown and blue 
ink. Used by the photo service, the envelope 
was designed and produced by Quality 
Park Envelope Co.. St. Paul . . . PARIS: 
André Francois, Romanian poster artist liv- 
ing near Paris, has his work covered in 
August Fortune with most of color art shown 
not yet appearing on billboards. This artist 
designs his work first, then submits them 
to prospective clients . 
ing contemporary French poster artist and 
president of Alliance Graphique Interna- 
tionale, received the award of Honorary 
Fellow of the Royal College of Art in Lon- 
don. Award was conferred by Robin Darwin, 
great-grandson of the famous naturalist . . . 
NEW YORK: Lou Nissenoff, retoucher, now 
with Archer Ames Associates at firm's new 
address, 16 E. 52 St. . . . New firm of Steiner 
and Kahn, Inc. has been formed as sales 
promotion and direct mail consultants. Prin- 
cipals William Steiner and Russell B. Kahn 
are at 527 Madison Ave., New York 22, 
PLaza 3-6295 ... Alexander Chaite ad- 
dressed the Richmond AD club on Trends 
in Commercial Art. Meeting was arranged 
by Alfred M. Cascino, AD of Cargill & 
Wilson . . . C&I Art School's eight scholar- 
ships to high school seniors went to Marc 
Caudill. Alan Swiller and Kwok Wong of 
Brooklyn, Ernest Amunsen, Peter Bonanno 
and Robert Hagel of the Bronx, and Manuel 
Chevere and Bernadine Watson of Manhat- 


tan . . . Marie Russo now with the adver- 
tising dept. at Lane Bryant, Inc. as layout 
artist . . . Agency Art Associates, Inc., at 


120 E. S6 St., has been formed by Philip 
Karmel and Sidney Bahrt. Karmel was for- 
merly with Biow and Bahrt was with Com- 
mercial Studios . . . William B. Donahoe, of 
William E. Rudge’s Sons now with the Peter 
Mehlich Organization, Inc., as associate de- 
signer and typographer . . . Bob Gill moved 
to 39 W. 46 St., PL 7-6136 . . . Herbert C. 
Rosenthal, director of Graphics Institute, ad- 
dressed the 40th annual convention of the 
American Association of Agricultural Col- 
lege Editors at Pennsylvania State Univer- 
sity. He spoke on Visualizing Ideas .. . 
Last summer he conducted a workshop on 
graphic presentation at the University of 
Wyoming . . . William Sims, illustrator, now 
at Charles E. Cooper. From Cleveland, its 
school of art, and now at home in Norwalk, 
Conn. Has illustrated for SEP, Collier's, 
House Beautiful and Time . . . Otte Herman, 
designer and letterer, has created a series 
of 12 ornamental borders for use in coupons, 
etc. Placed with Photo-Lettering, they will 
be made up to meet specs . . . Estelle Man- 
del now repping Marion Greenwood, Adolf 
Dehn. Umberto Romano, plus Thomas Ben- 





. . Jean Carlu, lead- 
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NOW YOU CAN 
DESIGN, LAYOUT, 
PREPARE FINISHED 
ART FOR 
SILK SCREEN 


PRINTING 


FROM NAZ-DAR 
SILK SCREEN 
INK COLOR CARD 


Write for two cards. Give one to your 
Silk Screen Printer and be sure to specify 
quality —w Silk Screen 


BE SURE FINISHED JOB 
IDENTICAL TO CLIENT OK'D ART! 
FOR PAPER, CARDBOARD, 
DISPLAYS, ETC. 

Write Depi. AD 
NAZ-DAR COMPANY 


461 MILWAUKEE AVE. 
CHICAGO 10, ILL. 
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5 West 46th Street PL 7-4220-1 
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ton, Peter Hurd, Lawrence Beall Smith. John 
Groth, Arthur Shilstone, Ruth Ray. Robert J. 
Lee, Robert Hinds. Added to decorative artist 
roster is Jim Caraway. Already has Richard 
Lindner and Bernarda Bryson. A spread by 
Shilstone on the President and cabinet has 
appeared in a recent Life . . . Two new 
artists at Paste-Ups are Chester Zeichner. 
formerly of Grey, and Maxwell Elbran, car- 
toonist . . . Lane-Bender has a new news- 
letter, Designed to Sell. The sheet uses blue 
and black, and has ideas on using design to 
build sales .. . At Mel Bichman New York 
contacts staff . . . Al Chasan, former rep 
oat Kent Studios . . . Elliot Fromkes opened 
retouching studio, specializing in b/w edi- 
torial and pictorial work. Called Elli-Art Re- 
touch, 16 W. 45 St., New York 36, BR 9-1329. 
Also does fashion, industrial, color retouch- 
ing . . . Supreme Ad Service has new serv- 
ice for Long Island agencies, etc. Graphic 
arts facilities will be made available by 
seven top New York companies. Produced 
in New York, stuff will be delivered and 
picked up daily by motorcycle crew. All 
companies cooperating in this service have 
night shift, so daily service. Sept. 24 will 
mark beginning of this service. Contact Su- 
preme at 228 E. 45 St., New York 17, MU 7- 
0650 . . . Hamilton Dwight Co., commercial 
artists’ materials and drafting supplies plus 
photo supplies, now at 136 E. 57 St., corner 
Lex. . . . John Lehti, artist creator of Sunday 
newspaper syndicated Bible feature, “Tales 
from the Great Book,’ volunteering creation 
of special art work for National Bible Week 
observance, Oct. 15-21. Will do designs for 
book and dept. store windows . . . PHILA- 
DELPHIA: Mel Richman Studios now has 
Myron Mitchel, formerly head of own ad art 
agency, and Ralph Brown, Jr. from Geare- 
Marston, to contact staff... At MR design 
group: Nick Tridemas, formerly with Daly 
Art Service . . . Sid Borish, member of the 
group, now heads a new promotional design 
dept. formed at Mel Richman . . . SAN 
FRANCISCO: Walter Landor and Associates 
designed new multi-unit carriers for two of 
Belfast Beverages’ canned products, Mug 
Root Beer and Orange. Fleishhacker Paper 
Box Co. of San Francisco, coast associate of 
the Lord Baltimore Press, produced the 
carriers. They are printed by litho. Orange 
drink carrier in 4 colors—gold, green, mar- 
oon and orange. Root beer pack in yellow 
and maroon with a Gay 90's motif... 
TORONTO: Chris Yaneff now at 501 Yonge 
St., Suite 8... 


AGENCIES DuFine & Co.. Inc. now at 
232 Madison, New York 16, 


MU 3-8717 . . . Monroe Greenthal Co. to 
595 Madison . . . Galbraith-Hoffman to 120 
E. 56 St. . . . Ettinger Advertising to 320 
Fifth Ave. Gompton Advertising to 


625 Madison . . ..In Columbus, Ohio, Maurice 
Mullay to 1474 Grandview Ave. with former 
office at 1649 Broadview retained as branch 

. . In Denver, Colo.: Bob Betts Advertising 


New color process 


new color process eliminates dye transfer 
paste-ups and transparency assemblies 


Photocomposition on color transpar- 
encies — hitherto unavailable — is now 
offered as a practical color process to 
Art Directors and Color Buyers who 
desire the finest in color quality coupled 
with the most exacting of techniques. 
Achieved optically, using precise en- 
gravers equipment, this new process en- 
ables the Art Director to achieve un- 
usual aesthetic effects that are beyond 
the scope of the photographer and his 
camera. The completed “‘reproduction 
quality transparency” allows the Art Di- 
rector to request changes to, and then to 
approve, the photocomposed elements 
within an 8xl0 Ektachrome, prior to 
submission to the engraver. 


No hard lines, shadow edges 


It is no longer necessary to resort 
to the expense of Dye Transfer prints, 
and the “paper doll” cutouts with feath- 
ered edges, that have previously been 
required to produce a paste-up of com- 
plicated color layouts. The Crandall 
color composition completely does away 
with the hard lines and shadow edges 
so characteristic of color print paste- 
ups that boost engravers’ costs and re- 
quire extensive retouching. 


Original copy preserved 

Until today, Color Buyers who desired 
to use color transparencies have had no 
other choice but to resort to laborious 
and costly methods of color assembly 
by stripping multiple copy under glass. 


This method gives less than the desired 
result, and frequently mutilates the orig- 
inals for future use. 


Tones, colors can be altered 


The Crandall Color Composite has 
many advantages. During the composing 
process, it is possible to: lighten or 
darken, change color of, alter contrast 
of, any or all of the various elements. 
The completed composite has a com- 
patible feeling—as though actually pho- 
tographed simultaneously. The engraver 
receives one 8x10 Ektachrome, no mat- 
ter how many individual “chromes” 
were involved. And, the Color Buyer 
receives back all of the original: trans- 
parencies in perfect condition for future 
use or to check the color proofs. 


Costs halved 


Although far superior to color print 
composites, a Crandall Color Composite 
is less than half the cost. New labora- 
tory space with custom-built equipment, 
operated by thirty-five color technicians, 
assures the client that reliability of 
quality and delivery is paramount. 

Offered first to regular clients, the 
new process has been used successfully 
by Vogue, Life, Time, Mc Call's, Pho- 
tography, Photoplay, Grey Advertising, 
J. Walter Thompson, and many others. 

Examples will be shown by a Cran- 
dall representative: call Robert Cran- 
dall Associates, 58 West 47 Street, New 
York City; CIrele 7-7377. 
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ONE YEAR OLD... 
and HOW it’s grown! 


TRANSFER TRACING PAPER 


-ERASES LIKE PENCIL 


F colors : 
GRAPHITE—for dark’‘on light surfaces 
YELLOW —for light on dark surfaces 
BLUE—for mechanicals (non-photographic) 


RED—for glossy surfaces (acetate, photos, stats) 
$350 per BOXED ROLL + 12 Feet x 12' Inches 
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trade talk 





to 655 Broadway . . . New N. J. agency is 
Johnson-Barnett in Flemington at 44 Main 
St. Principals are Robert A. Barnett, formerly 
of the Newark Evening News, and William 
E. Johnson . New Boston agency is 
Charles F. Hutchinson. Inc., opened by same 
at 115 Newbury St. He was executive vp 
and general manager of Chambers & Wis- 
well .. . In Pittsburgh, G. Norman Burk took 
his firm into W. S. Walker Advertising. 
Burk will be vice president . . . In transfer 
of Walter Taegen Associates, New York, to 
Sanger Funnell, Taegen will be consultant 
on accounts going over .. . Emil Mogul to 
€25 Madison .. . Grant Advertising. Miami, 
has new home—a two-story air conditioned 
building which cost $150,000 . . . Promo- 
tions at the firm now at Grant Building, 
13th St. at Second Ave. S.W.: William R. 
Ryder, account supervisor, now vp; creative 
director John W. Wood, now vp; . Palmer 
Tyler, account exec and office mgr., now vp 

. and John A. Dey. founder and head 
of the company in Miami and the Carib- 
bean area, now executive vice president 

. In Wilmington, Del., E. Burt Close and 
Joseph A. Patenaude have formed Close and 
Patenaude with offices in Wilmington and 
Philadelphia. Close was ad mor. of Air 
Conditioning Div. of RCA Victor. His asso- 
ciate was account rep. with Al Paul Lefton 
and Lavenson Bureau .. . Ahrend Associates 
now at 601 Madison, New York 22, PL 
10312... 


PHOTOGRAPHY Gene Friduss now 


repped exclusively 
by Gussin-Radin . . . Edward P. Geehr has 
left Interstate Photographers for Free Lance 
Photographers Guild where he is in charge 
of the international photography and re- 
porting network . . . James Maltese has 
joined William Way Studios, 146 E. 46 St. 
He will do art work on color transparencies 
. . . William Gerdes, dean of the Paier 
School of Art, photographic section, New 
Haven, Conn. was the fifth person to receive 
the George W. Harris medal by the Photo- 
graphers’ Association of America... 


TELEVISION GM signed with UPA for 


a series of four new 60- 
second Oldsmobile spots for release on NBC 
during convention telecasts . . Modern 
Talking Picture Service, distributor of busi- 
ness public relations films, moved to 3 E. 
54 St., taking over the eighth floor. New 
phone: PL 8-2900 . . . Tom Tausig super- 
visor of tv-radio dept. at Ted Bates. Was 
program director for WTOP-TV, CBS station 
in Washington, and had been associated 
with Young & Rubicam and Cunningham & 
Walsh . . . George Blake Enterprises pro- 
duced new Dowd, Redfield and Johnstone’s 
Revlon Sunbath commercial . . . Gene Kilham 
appointed radio-tv director of Chambers & 
Wiswell, Boston. He's been in radio across 
the country for the past 15 years . . . Her- 





A.D.s & ARTISTS 


now with 


B. B. D. & O. 
C. B.S. 

J. WALTER THOMPSON 
N. W. AYER 
CURTIS PUBLISHING 
SUDLER & HENNESSEY 
NEW YORK TIMES 
RAYMOND LOEWY 
DOYLE DANE BERNBACH 
LENNEN & NEWELL 
Cc. J. LA ROCHE 
CROWELL-COLLIER 


were introduced through 
JOBS UNLIMITED 
ADVERTISING PERSONNEL 


16 E. 50 St., Jerry Fields, dir., PL 3-4123 
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FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
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Photographic Dealers every- 
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bert Gunter, vp of Ted Bates, director of TV 
commercials . . . Director of operations for 
the dept. is Thomas F. McAndrews, Jr., asst. 
vp. Thomas W. Hanlon made asst. director 
of the film dept. Robert Margulies, free lance 
director and formerly with Young & Rubi- 
cam, appointed film producer at Bates... 
Playhouse Pictures, Hollywood, entering 
creations by Chris Jenkyns, story editor, in 
Third Annual International Advertising Film 
Festival, Cannes, France . . . Sterling Sturde- 
vant, designer for Playhouse, elected chair- 
man of the Screen Cartoonist Guild's Pro- 
ducer Show, to be at the Caribe room, 
Beverly-Hilton Hotel, Beverly Hills, this 
month... 


DEATHS Lionel! LeMoine FitzGerald. 66, 

Canadian painter, after heart 
attack, Winnipeg. A former principal of the 
Winnipeg School of Arts, he was widely 
known for watercolors and oils. He is rep- 
resented at the National gallery at Ottawa, 
the Art gallery of Toronto and the Winnipeg 
and Vancouver galleries . . . Arthur Muray,. 
65, in Barcelona, Spain, after long illness. A 
New York portrait and landscape painter, 
he moved to Barcelona two years ago. Amer- 
ican Embassy Cultural Committee of Bar- 
celona sponsored a one-man exhibition of 
his work last December in the American 
Library of Barcelona . . . Walter Emerson 
Baum, 71, in Sellersville, Bucks County, Pa. 
Art critic for the Philadelphia Bulletin, edi- 






ARTISTS... 
PRODUCTION MEN 


————" 
OVER 500 PAGES 
ALL LETTERS OF THE ALPHABET 


— caps, lower case, figures, 
points and accents. 
Display sizes —4 to 120 pt., 
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A must for roughs, comprehensives, every job. See how type looks before 
you order, Makes type specification and copy casting faster, easier, more 
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ADTYPE SERVICE CO., Dept. AD-9, 916 N. Formosa Ave., Hollywood, Calif. 
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tor of his home town’s weekly, and winner 
of many awards for his paintings of scenes 
in his part of the country. He was a mem- 
ber of many art associations and a fellow 
of the International Institute of Arts and 
Letters . . . B. Dexter Freeman, Mt. Kisco, 
N. Y., 51, after brjef illness. AD for agencies, 
he was formerly with Dancer-Fitzgerald- 
Sample in New York. Born in Chicago, he 
studied at the Chicago Art Institute . 

Jerome Blum, painter, 82, at Poughkeepsie, 
after long illness. Exhibited in galleries and 
museums across the world, he was noted 
for his paintings of China, where, at one 
time, he lived on a houseboat on the 
Yangtze river for three months. He helped 
Frank Lloyd Wright in planning the color 
scheme of the Midway Gardens in Chicago. 
A writer as well as painter, he was the 
friend of Theodore Dreiser, Sherwood An- 
derson, Ben Hecht and others. Among his | 
landscapes, still-lifes and portraits, is a 
portrait of Queen Marau Taaroa, the last 
Queen of Tahiti, who refused portrait re- 
quests of all other painters . . . Louis Rae- 
maekers, 87, at Scheveningen, near The 





help yourself... 


Rush, the only monthly newsmagazine of 
advertising production in New York, 

gives you timesaving, cost cutting guides, 
new developments in ad typography, 
photoengraving, paper, color, photography, 
up-to-the-minute data on all processes. 
Help yourself to this new, crisp, 
easy-to-read working tool. Just 


$1.50 for 12 newspacked issues. 


Rush, 43 £. 49th Street, New York 17, NW. Y. 











Hague, the Netherlands, political cartoonist 
known for his satirical anti-German car- 
toons during World War I. The Queen of 
the Netherlands appointed him an officer 
of the Order of Orange Nassau. He also 
received many decorations and honorary 
memberships from Dutch and other organ- 
izations. * 
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Color Pix for Adv. In stock: 200,000 
fine color transparencies for advertising— 
all subjects by top U.S. photographers. 
Exclusive or non-exclusive use. FPG 


62 W. 45th St., N.Y.C. 36, MU. 7-0045. 


Owals 


35 different sizes printed on 11”x17” 
sheet of enamel paper stock. Cut out 
for use on paste-up. Trace for lay- 
outs. Minimum order 5 sheets at 1.00 
per sheet. Post paid. Orders filled im- 
mediately by retura mail. Hal Barnes 
11114-B Bristol, Hickman Mills, Mo. 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


ANNUALS 


122. 34th Annual of Advertising and Editorial 

Art and Design. Al! winners in the national 
exhibition held in 1955 by the New York Art Direc- 
tors Club. Best work from coast to coast appear- 
ing in all media. Source of inspiration and ideas 
for the AD. More than 400 pieces. $12.50. 


127. International Poster Annual, 1956. Edited 

by Arthur Nigli. 500 outstanding posters by 
top artists from 23 countries. Also, articles on 
poster art in Japan, Germany, Copenhagen. 
This is a highly respected record of the best in 
poster art and should be in the annual file of 
AD and artist. $10.95. 


132. Writers & Artists Year Book. The 49th 
edition of a directory for artists, photog- 

raphers, designers, others. List of buyers in all 

English-speaking countries. $2.25. 


134. Penrose Annual 1956. A Review of the 

Graphic Arts. Volume 50. R. B. Fishenden, 
Editor. $8.50. Forty-four contributors in both the 
general and technical graphic art fields have 
written articles for this Golden Anniversary edi- 
tion of the classic international graphic arts 
review. latest examples of design and repro- 
duction in all branches, and explanations of 
technical developments, are given. Many pieces 
on typography. Dr. Peter Selz covers American 
graphic design. 


ART 


131. Catalogue of Colour Reproductions of 

Paintings Prior to 1860, 3rd edition. Lists 
and illustrates 641 reproductions, pius notes on 
where available. Lists of publishers, printers and 
artists. $3.50 


135. An Atlas of Animal Anatomy for Artists. 

W. Ellenberger, H. Baum, H. Dittrich. En- 
larged revised edition edited by Lewis S. Brown. 
$6 clothbound. Twenty-five new plates from 
George Stubbs’ Anatomy of the Horse, and 
plates of cats from Straus-Durchheim's French 
work, plus plates of other animals from Anatomie 
Comporee by Cuvier and Lourillard. 


COPYFITTING 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master guage. $5.95. 


DISPLAYS 


100. Point of Purchase Cardboard Displays by 

Victor Strauss. A definitive work written in 
the practical language of buyer and printer. 867 
illustrations aid in planning and constructing dis- 
plays of many different types. Clear, concise data 
and directions serve as a rich mine of display 
ideas for the buyer. $15.00. 
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LAYOUT 


87. Advertising Layout. William Longyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop, 
look and read. IJlustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


102. Layout File by Harry B. Coffin. Idea start- 
ers for the designer, advertiser and buyer 
of printing. There are 1,333 sketches to illustrate 
some of the layout styles that might be used for 
mailings, catalogs, folders, posters, displays, etc. 
Reprinted from American Printer. $2.00. 


107. 101 Usable Publication Layouts by Butler, 

Likeness & Kordek. Practical handbook on 
publication layout with 101 illustrations of single 
page layout situations and problems, with and 
without illustrations. Each is evaluated briefly. 
$3.75 


126. Practical Handbook on Double-Spreads in 

Publication Layout by Butler, Likeness and 
Kordek. Fourth in a series of handbooks on pub- 
lication layout. Illustrates and discusses prob- 
lems and techniques in double-spread layouts. 
92 pages. Paper back. $3.75. 


LETTERING, CALLIGRAPHY 


96. 101 Alphabets by Hunt & Hunt. Manual of 
lettering styles showing more than 100 styles 
ranging from Roman to modern. $3.75. 


124. The Letterhead, History and Progress. Ernst 

Lehner. Collection of actual letterhead 
samples in hardcover, spiralbound book. Plus 
history of the art and 128 historical illustrations. 
$9.50. 


ART DIRECTION 
43 E. 49th Street, New York 17, N. Y. 
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136. Lettering and Alphabets. J. Albert Cav- 

anagh. $3 clothbound. One of America's 
greatest letterers and teachers of the art de- 
signed and rendered 85 complete alphabets. 


Fundamentals of lettering are given. All hand- 
lettered alphabets may be reproduced without 
cost or permission. 


PRODUCTION 


101. The Technique of Advertising Production. 

Thomas Blaine Stanley. Second Edition. 
Up-to-date revision of a basic text which is 
packed with practical data, charts, diagrams 
and tables. A good reference book for both 
the student and art and production personnel. 
Indexed. $6.75. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


125. The Human Figure in Motion. by Eadweard 

Muybridge.| Thesaurus of human action. 5000 
action photographs showing 163 different types of 
human action. Most are from 3 angles, with as 
many as 48 timed-interval shots per action, some 
taken at speeds of 1/6,000th second. $10. 


129. Package Design. Milner Gray, R.D.!., 
F.S.1.A. Covers design from principles to 
techniques, including articles on materials by 
specialists. Bibliography and indices to text, 
manufacturers and designers. $6.95. 


133. Pictorial History of Medicine. Dr. Otto L. 

Bettman, prominent in the field of picture 
research, compiled and authored this illustrated 
work on the growth of medicine, from Hippo- 
crates down to the present day. Over 900 
illustrations, some published for the first time. 
$9.50. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 











31 42 79 87 96 100 101 102 107 122 124 

125 126 127 129 131 132 133 134 135 136 

9/56 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. 

Name 

Firm 

Address 

City Zone State. 








If you want a book not listed, send your order and we will try to get it for you. 
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booknotes 


HAMMOND’S AMBASSADOR WORLD ATLAS. 
Cc. $. Hammond & Co. $12.50. 


For maplovers and as a general geo- 
graphical reference work. The new edi- 
tion includes 416 pages; 326 maps, of 
which 241 are in full color; 85 large 
scale inserts and a 242-page index with 
100,000 names. The World Index and 
Gazetteer can be used for quickly lo- 
cating any city, town, village, river, lake 
or any other topographic feature. This 
listing is alphabetical. A key reference 
and map plate number appears with 
each feature listed. Lots of statistics, 
charts, descriptions of governments, 
monetary units, major products, etc. 
Nautical charts of the U. S. Navy Hydro- 
graphic Office and the U. S. Coast and 
Geodetic Survey. Topographic maps and 
nautical charts of the Canadian Depart- 
ment of Mines and Technical Surveys, 
Surveys and Mapping Branch. 


COMPOSITION IN PICTURES. Second Edition. 
Ray Bethers. Pitman. $5.95. 


Standard work for professionals and text 
in schools. New section on value and 
color, new diagrams, and material on 
the theory of passage, add to book's 
value. Every subject discussed is illus- 
trated with examples of work by recog- 
nized artists or with diagrams. Much 
more pictorial explanations than words. 
An index and notes on “Ways of Using 


his Book” help. Also, a section on 
specialized applications of pictorial 
composition. 


THE STYLE AND TECHNIQUE OF HARRY DREVE 
SCHORR. As Applied to Advertising Layout. 
George Efron Publishing. $7.50. 


Layouts are discussed from __ basics 
through working roughs to finished art. 
Every advertising field, with appropriate 
layouts and notes, included. Typog- 
raphy, trade marks, letterheads, direct 
mail—these are only a few of the subjects 
covered and liberally illustfated. 


SUBSIDIZATION OF THE ARTS. A Survey of 
Governmental Aid to Music, Art and Theatre 
in the Free World. E tt Gr 1 Student 
League for Industrial Democracy. 35 cents. 





First of the S.L.I.D. research tracts, this 
booklet covers government aid to the 
arts in the western world, Turkey, India, 
Israel. Aid programs are divided into 
greater and lesser aid, specific govern- 
nent appropriations are given, and the 
subsidy picture in the United States and 


(continued on page 87) 
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MAIL THIS COUPON TODAY 


248 poges...8%" x 11%” $12.00 


LETTERING 


for advertising by Mortimer 
Leach. Printed in two colors to outline 


ing. Tan bach-aee Se wand by © 
pon wa cdie oe Sonthe » gal Pian 
professional in giving him a better 
understanding of the uses of lettering 
and 


240 8%" x 11% 
va apo carne -- 8%" x "i 
profusely illustrated. $8.95 
REINHOLD PUBLISHING CORP. Dept. MA 167 
420 Park Avenue, New York 22, N. Y. 
Please send me the book(s) circled 2 
& for10 DAYS FREE EXAMINATION. 
Name Address 
City _Zone. a 


(0 SAVE MONEY! Enclose purchase price NOW and Reinhold 
pays all shit zing charges. Same return privilege, refund guarantee. 











REINHOLD PUBLISHING CORP, 430 PARK AVENUE, NEW YORK 22, N.Y. 





MUrray Hill 8-89.30 
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et 


Prop serwice 


GOOO 


LUCK O,aD 
HERE’S TO A’BIG 
AND PROSPER- 

ous 


BUSINE SS’ 


For: Ad Agencies and 
Photographers, etc. 


40 Sutton Place 22,N.%. 


















to have your firm listed call Plaza 9-7722 





ART MATERIALS 


Concord Artists Materials 
Everything for the artist, prompt service 
184 Lexington Ave., N. Y. C LE 2-3740, 3799 


N. Y. Central Supply Co. 
Complete stock * Prompt service 


62 - 3rd Avenue, nr. 11th St., N.Y.C GR 3-5390 
CHARTS 

Chart House 

Charts, Sales Presentations, Creative Layout, 


Maps, Handlettered Cards, Training Aids, Illus- 
trations 


701 7th Ave Mayfair Bldg Cl 6-1537 


COLORSTATS 


Ralph Marks Color Labs 

low cost, full color reproductions from color 
transparencies and opaque copy 
344 E. 49 St., N. ¥. C. 17 EL 5-6740 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time illustrations on any subject. Events, In- 
dustries, Fashion, Decors. Ask for folder 6A. 


215 E. 57th St., N. Y. 22 PL 8-0362 
MECHANICALS 

Alfred Henry 

Speed * Accuracy * Dependability 

299 Madison Ave., N. Y. C. OX 7-5316 


PHOTO SERVICES—COLOR 


Colorsemblies, Inc. 
Ektas assembled, retouched, duplicated 
112 W. 48 St., N. Y¥. 36 PL 7-7777 


Robert Crandall Associates, Inc. 

Multiple color units photocomposed and assem- 
bled. We guarantee our color duplicates. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Custom Film Lab 
Color filmstrips, slides, from artwork and trans- 
parencies. Price list on request. 


1780 Broadway, N. Y. C. 19 Circle 5-4830 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 MU 7-2595 


PHOTO SERVICES—B&aW 
Modernage Photo Services 
319 East 44 Street, New York, N. Y. 
Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 
@ Developing and printing for magazines and 
industry 
@ Copying of artwork 
@ Commercial photography; studio available by 
hour and day 
Call Ralph Baum LExington 2.4052 


REFERENCE PICTURE CLIPPINGS 


Reference-Pictures, Inc. 

We have clipped and filed over a million pictures 
trom magazines and books on any and every 
SUBJECT, MOOD or SITUATION, of every period, 
in color and black and white. Every picture has 
been selected by an Art Director for use by Art 
Directors to stat or paste in layouts and compre- 
hensives and by Artists as reference for drawings. 
Supplied on a rental basis for a small fee. Im- 
mediate delivery. 


104 Fifth Ave., N. Y. 11 CHelsea 2-9535 


86 


RETOUCHING 


Robert Crandall Associates, Inc. 

Color correction and retouching through use of 
optics, chemistry and dyes. Retouching as the 
engraver likes it. 

58 W. 47 St., N.Y. C. 36 Cl 7-7377 
Davis * Ganes 

Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 
516 Sth Ave., N. Y. 1 MUrray Hill 7-6537 
Horstmann & Riehle 

Black & White, Industria! & Flexichromes 

18 East 41st Street, N. Y. C. MU 5-7258 


Max Jaikin 
Color Transparency Retouching and Assembly 
22 W. 56 St., N. Y. 19 Cl 6-8712-3 


Tulio Martin Studios 
Transparencies 

58 W. 57th St., N. Y. 19 Cl 5-6489 
Frank Van Steen 

Color Retouching. 

370 Lexington Ave., N. Y. C. LE 2-6515 
Donald Van Vort 

Flexichrome, Dye Transfer, Carbro and B&W 
359 Lexington Ave., N. Y. C. MU 5-3788 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters anc displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y °C. CH 2-3717 


STOCK PHOTOS 


Frederic Lewis 
Photographs of Everything 


36 W. 44th St., NYC 36 MU 2-7134 


Photo-library, Inc. 
For hard-to-find color stock photographs. 
19 E. 57 Street, N. Y. 2 Plaza 3-3112 


Underwood & Underwood News Photos Inc. 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 
our free listing. 


3 W. 46th St., N. Y. 36 JUdson 6-5910 


TELEVISION SERVICES 


National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
145 W. 45th St., NY 36, NY JUdson 2-1926 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y. JUdson 2-0100 


SERVICES 
Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 







call Plaza 9-7722 


Owner of medium-sized design and art STUDIO 
DESIRES MERGER with another studio owner, 
salesman or designer with accounts. Have nice, 
profitable business now with very promising and 
interesting future which will require more help. 
Box 300, ART DIRECTION, 43 E. 49 St., NYC 17. 


DON'T WRITE UNLESS you want best. Top 
mech. & prod. man available. Over 20 yrs. exp. 
top accts., staff artist, studio mgr., asst. AD. 
Box 701, ART DIRECTION, 43 E. 49, NYC 17. 


AIR CONDITIONED SPACE available for free 
lance layout or mechanical illustrator in adv. 
agcy. Madison Ave. Call PL 5-5724. 


SPACE AVAILABLE for artists’ representative in 
well lighted penthouse. Air conditioned, top level 
studio. Midtown location off Madison Ave. Call 
MU 8-3240. 


LETTERING REPRESENTATIVE. Must have good 
sales experience in graphic arts with particular 
knowledge of lettering & type. Age 24-35. 
Guaranteed draw of $100 to $125, depending 
on qualifications—plus commission on sales over 
quota. Excellent opportunity for a future with 
expanding organization. Call M. E. Wolff, 
Cl 6-4190. 








FOR ALL ART PERSONNEL 
call 


CENTRAL REGISTRY 


36 WEST 44th STREET MUrray Hill 7-8550 


“OUR PROFESSIONAL SCREENING 
MAKES THE DIFFERENCE” 











—HIRING ARTISTS? 


coll “The Art Unit” or 7.9100 
New York State Employment Service 
119 Fifth Ave. New York 3, N .Y. 


A specialized placement service 
for both employers and applicants in 
the field of commercial art 





NO FEE CHARGED TO ANYONE 
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booknotes 





(continued) 


‘anada is discussed. A bibliography and 
i list of suggested reading are included. 


12 AMERICANS. Edited by Dorothy C. Miller. 
The Museum of Modern Art. Simon & Schuster. 
$3.50. 


The 12 painters and sculptors covered 
have statements about them\or by them 
in this g5-page book. Illustrations num- 
ber 95, eight in color. Artists are Ernest 
Briggs, James Brooks, Sam Francis, Fritz 
Glarner, Philip Guston, Raoul Hague, 
Grace Hartigan, Franz Kline, Ibram 
Lassaw, Seymour Lipton, Jose de Rivera, 
Larry Rivers. 


A DICTIONARY OF ENGLISH DOMESTIC 
ARCHITECTURE. A. L. Osborne. Philosophical 
Library. $6. 


Terminology used in English architec- 
ture is explained and frequently illus- 
trated. Many diagrams included. Ex 
planations of terms, methods, etc. are 
lengthy when needed for clear under- 
standing. There is a chronological table 
relating the various architectural peri- 
ods, styles and movements. 


POSTER ANNUAL 1955.. Outdoor Advertising 
Incorporated. 


First, second and third grand award 
winners are reproduced in color, rest 
of winners in b/w. Classifications are 
discussed as are technical aspects of 
poster reproduction. The annuals are 
distributed free of charge by OAI sales- 
men to executives in advertising agen- 
cies, art schools, and other organizations 
in the field. Outdoor Advertising, Inc. 
6o E. 42 St., New York 17. 


EL GRECO. Paul Guinard. Skira. $5.75. 

First book to contain a color reproduc- 
tion of the recently cleaned painting 
“The Loacoén” from the Kress collec- 
tion in the National Gallery of Art, 
Washington. Author Guinard, director: 
of the French Institute of Madrid, has 
included 53 full-color reproductions, a 
biographical summary, bibliography, in- 
dex, and a most interesting series of 
quotations from manuscripts which 
document E] Greco as seen by his con- 
temporaries. Also biographical notices of 
the principal contemporaries of El 
Greco. Translation by James Emmons. 


ART FAKES AND FORGERIES. Fritz Mendax. 
Philosophical Library. $6. 

['wenty-four b/w plates enliven this 
hatty, relaxed story of fakery in art. 
rranslated from the German by H. S. 
Whitman. * 


\rt Direction / The Magazine of Creative Advertising 


GEORGE LAZARNICK 


New York 22 


Plaza 9-1914 


201 East S6th Street 





Largest Selection! Hand Lettered Alphabets 


/ Va n micro thi tate sheet: 
ws A RS . ab part nye oe 
RS Letter it with 

RS AD-letter 


\ ~ NEW, QUICK, EASY WAY 

. Only $1.35 per sheet 
Free catalog of !1!7 styles ot your art supply dealer 
or write 3321, South La Brea, Los Angeles 36, California 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 


and equipment. Get your 
copy. Write to— 
Dept. AD-9 










MATEST SUPrEY €o@ 
6408 WOODW D AVE 
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755 NORTH MICHIGAN AVENUE - 


OPERATING UNITS AND SALES REPRESENTATIVES 


FOR THE BE ST* 
LETTERING 


* Without. the slightest. doubt.... tds 


LETTERING INC ..: 


CHICAGO 11, ILLINOIS 


IN 


ALMOST ALL PRINCIPAL CITIES 











World’s Most Distinctive 
Christmas Cards 


Discriminating selection. Printed in 
Europe and U.S.A. Letterpress and 
lithography. Up to six colors. De- 
signed by Francois, Searle, Hoffnung, 
Piatti, Greider, Renfro, Diamond, 
Anderson, DePol, etc. 

Write for samples. 


VOLK CORPORATION 


Pleasantville 35, New Jersey 





FAIRGATE'S 
NEW 
Graduated ‘ 


T-SQUARES an 


(FOR QUICK SQUARING j 

AND EASIER MARKING) 1 24”—$5.00 
ALL-METAL @ STRONG AS | 30”—$5.50 
STEEL @ NON-RUST @ FEATHER! 34”_ $6 00 
LIGHT @ EASY TO HANDLE} 44, _$7.50 
SEND FOR FREE CIRCULAR ! 7 


THE FAIRGATE RULE CO. 
COLD SPRING, NEW YORK Dept 

















subscribe to 
US 


the monthly news magazine 
of advertising production 


$1.50 for 12 issues 
43 E. 49th St., New York 17 








prices 
(continued from page 73) 


if the store name is respected—but 





it 


appears in reactions to the sale in such 


symbols as the way the sale is mark« 


d 


—with a sloppy, handmade sign or with 


attractive colors and posters, and 
rationale for the sale. 


a 


A recent example, highly successful 
in several stores we followed, was the 


Crosse and Blackwell’s soup promotio 


1 


Although the price reductions still put 
these soups well above their moderaie- 


priced competitors in our super-mark¢ 
many people stopped, studied, (becar 


aware of Crosse and Blackwell, its nan 


and its packages), and bought one 
more new kinds of soup. Close by we 


Sy 
e 
e 
I 


e 


other store specials, announced by cra y- 


oned posters obviously built by t 
clerks or stockboys. These also we 
noted, but with less hesitation, less 
tentiveness, and less experimentatic 
The customer bought or passed 
quickly. 

To some extent, then, price is m« 


a) 


<=: 


o 


the magnifying glass through which t ¢ 


consumer studies the product than 


os 


is the object which he studies. Li e 


other aspects of products and ads, 
is a symbol which he interprets, and n 
a needle which stirs him into action. 


- 








